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Imitation Grape Beverage Base 
2 ounce goods. Send for sample. 
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bout this Tasue 


OE AD-OFF article in this month’s issue 


deals once again with a practical matter . 





what to do with container costs and deposits 
and how to record them for the best tax bene- 
fits. It’s “must” reading for someone in your 
plant. ... Next, for a dose of criticism from a 
source that represents the most important dis- 
tribution center for soft drinks—the food store. 
You'll most certainly disagree with many of 
the charges made in “As the Grocer Sees Us” 
(same as we did) but there are some state- 
ments that deserve serious attention for we can 
help ourselves and the grocers, too, by correct- 


ing those faults that are valid. 


More than a local phenomena, with new 
national brands joining the parade daily, the 
dietectic, non-sugar beverages pose many a 
still unsolved problem to the bottler. “Prob- 
lems in the Production of Dietetic Drinks” 
(page 18) deals only with the correction of 
some of the bottling difficulties encountered in 


the production of this type of beverage. 


New Orleans was the scene last month of 
bottler enthusiasm and vitality that came like 
a tonic after so much talk about problems, 
problems and more problems facing the indus- 
try. The national convention of the Pepsi-Cola 
franchise bottlers, held in the Crescent City, is 
reported fully on Page 31. ... You can go on 
from there and read reports of six or seven very 
interesting state meetings held throughout the 
country since our last issue. Recurrent dis- 
cussions on canned beverages, dietetic drinks, 
higher deposits, stronger industry promotional 


efforts thread through these reports. 


Some of our readers, incidentally, have been 
complaining about the late arrival of their is- 
sues. Sometimes we are a little late in mailing ; 
but more often, the blame is with the post of- 
fice—ours and yours. We’d appreciate your let- 
ting the local postmaster hear from you next 


time your copy is overdue. Thanks. 
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TALK OF 


Maryland Law Prohibiting Sale of 
Sucaryl Beverages Upset 


A Baltimore City Superior Court has declared 
invalid Maryland laws prohibiting the sale of bev- 
erages containing harmless non-nutritive artificial 
sweetening ingredients. This action was taken in a 
case concerning a non-alcoholic dietetic beverage 
made by Cott Bottling Co., Inc., containing “Su- 
caryl”’, the cyclamate of calcium manufactured by 
the Abbott Laboratories. 

The judge declared that the Maryland laws for- 
bidding the sale of “‘Sucaryl” sweetened beverages 
were opposed to both the U. S. Constitution and the 
Maryland Constitution. The court held that “Su- 
caryl’”’ was a harmless sweetening ingredient and 
that consequently the Maryland restrictions were 
unreasonable. Previous to this action, that court 
had granted a preliminary injuction against en- 
forcement of these restrictive laws on July 15, 1953. 

Dr. E. H. Volwiler, Abbott President and General 
Manager said this “Sucaryl” case is another step 
in the direction of prohibiting unfair and arbitrary 
state laws and regulations which discriminate 
against sugar-free foods designed for those who 
desire to restrict their intake of calories. 

Many states have changed their laws to permit 
dietary foods containing ingredients such as “Su- 
caryl,” he pointed out. 


Announce Educational and Promotional 
Campaign for Sugar Consumers 


All segments of the industry which supplies 
sugar to United States consumers announced that 
they had joined in a $1,800,000 three-year educa- 
tional campaign to emphasize the place of sugar in 
the balanced diet. 

Announcement of the campaign was made by 
Ernest W. Greene, president of the Sugar Associa- 
tion, Inc., whose members include cane and beet 
sugar producers, refiners and processors in the con- 
tinental United States and Hawaii, and in Puerto 
Rico, Cuba and the Dominican Republic. The pro- 
gram will embrace advertising in national maga- 
zines, daily newspapers and the trade papers, and 
include broadened public relations activity. 





“The central theme of the campaign, ai least in 
its initial phases,” Mr. Greene said, “will deal with 
the problems of obesity and overweight. Research 
clearly demonstrates that in normal persons the in- 
tense hunger which leads to overeating and to con- 
sequent overweight is often caused by low blood 
sugar level. By eating or drinking something con- 
taining sugar, blood sugar levels are raised in a 
matter of minutes and the intense desire to eat is 
thus relieved.” 


The first advertisements in the series will appear 
in both newspapers and magazines about the middle 
of January. “If you are watching your weight,” the 
copy states, “you can raise your blood sugar level, 
tame your runaway appetite any time you want to, 
just eat or drink something with sugar in it. Sugar 
is assimilated into the bloodstream and used as 
energy faster than any other food. It satisfies your 
craving for food better than any other thing you 
can eat, because it almost immediately raises your 
blood sugar level.” 

The campaign will be handled for the Sugar As- 
sociation by Sugar Information, Inc., whose presi- 
dent is Dr. Henry B. Hass, former head of the De- 
partment of Chemistry of Purdue University. Leo 
Burnett Company, Inc., of Chicago is the advertis- 
ing agency. Selvage, Lee & Chase is the public re- 
lations counsel. 


"Bev-Rich", Newest Soft Drink in Cans 
Will Make Debut in East 


“Bev-Rich”’, a new premium quality soft drink 
in cans made by a newly-organized Philadelphia 
company, will be introduced soon with a large con- 
centration of advertising and merchandising in five 
big eastern markets. 

The new soda, latest development in the surging 
national trend to canned soft drinks, will make a 
debut through newspaper-TV-radio advertising in 
the Philadelphia, Harrisburg, Wilkes-Barre, and 
Scranton, Baltimore, and Washington areas. 

Backed by extensive research and study of con- 
sumer acceptance, Bev-Rich will be distributed in 
convenient 12-ounce flat-top cans and in five of 
America’s most popular flavors: root beer, black 


cherry, orange, grape, and real ginger ale. 

Bev-Rich will be packaged in a smartly-designed 
red and white label with a different colored back- 
ground behind the name of each flavor. 

Bev-Rich Products, Inc., is located at 3500 Indian 
Queen Lane, Philadelphia, which was formerly the 
John Hohenadel Brewery. Officers of the firm are 
Leonard and Louis Tose and Joseph Rambo, The 
Tose brothers operate a highly successful motor 
freight business in Bridgeport, Pennsylvania, and 
Mr. Rambo is the Sales Manager of the Adam 
Scheidt Brewing Company. 

Sales manager for Bev-Rich is Donald A. Coale, 
widely known throughout the East as a wholesale 
grocery buyer, a manufacturer’s representative and 
former president of the Philadelphia Association of 
Manufacturers’ Representatives. 


Virginia Issues Regulations 
Covering Artificial Sweeteners 


The Virginia State Board of Agriculture and 
Immigration has passed regulations to permit the 
use of artificial sweeteners in soft drinks and foods 
for dietary purposes. 

The action followed a hearing requested by out- 
of-state bottling concerns which wanted to sell arti- 
ficially-sweetened beverages in the state of Virginia 
to persons who are required, because of medical 
reasons, to restrict their intake of ordinary sweets. 

Board rules up to now prohibited the use of any 

sweetener other than sugar in carbonated or still 
water beverages. 
Parke C. Brinkley, Commissioner of Agriculture, 
told the board that the attorney-general had ruled 
informally that the board did not have the author- 
ity for such a sweeping regulation. 

The new regulations, Mr. Brinkley said, would 
provide that any food or beverage containing any 
sugar substitute must be labeled as a dietary food 
and approved for sale by the State Department of 
Agriculture. 

Representatives of the Rock Creek Beverages, of 
Washington, D. C., and Cott Bottling Company, 
Inc., of Manchester, N. H., the out-of-state concerns, 
offered no objections to the regulations but Fred 
I. Hobbs, Richmond bottler representing the Vir- 
ginia Bottlers’ Association, did. 

Mr. Hobbs told the board that his organization 
would go along with the sale of strictly dietary 
beverages but that he felt that any such soft drinks 
should be displayed and sold separately at the re- 
tail level so that the public would not be confused. 

Mr. Brinkley, however, said the attorney-general 
had ruled that the board did not have the power 
under existing law to require retail segregation. 

All the board could do, Mr. Brinkley said, was to 
require that dietary foods and beverages be labelled 
so that consumers in the normal course of purchase 
and use could determine what they were. 
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A proposal has been made by Mrs. Kathryn H. 
Stone, member of the Virginia General Assembly 
from Arlington, to permit Virginia bottlers to sub- 
stitute artificial sweetening. Federal regulations 
now permit the use of chemical sweetening. 

Mrs. Stone said that she would introduce a bill 
to make it lawful. She said that one of her lady con- 
stituents has to go into Washington to buy specially 
recommended drinks that conform to her diet. . 


Coca-Cola Earnings Up 


Consolidated earnings of The Coca-Cola Company 
were $6.60 per common share in 1953, compared 
with $6.38 in 1952, H. B. Nicholson, President re- 
ported on March 1. 


After provision for taxes, including excess profits 
’ taxes, and all other charges, net profit for Coca-Cola 
Company and consolidated subsidiaries was $28,- 
209,242 for 1953, compared with $27,274,774 in 
1952. 

Consolidated net profit for the fourth quarter of 
1953, after all charges, was $5,171,902, or $1.21 a 
share, compared with $5,094,031, or $1.19 a share 
in the same period of 1952. 

Lindsey Hopkins of Miami Beach, Florida, was 
elected a director, succeeding Mrs. Lettie P. Evans, 
deceased. 

A dividend of $1.00 a share on common stock was 
voted payable April 1, 1954, to stockholders of rec- 
ord at the close of business on March 12, 1954. 


Report Ways-Means Committee 
Will Include Proposal To Permit Soft 
Drink Bottling By Breweries 


Action is expected shortly by the Ways and 
Means Committee of the House of Representatives, 
recommending a change in the Internal Revenue 
laws applicable to beer and the operation of brew- 
eries, which would permit those breweries now pre- 
cluded by law from bottling soft drinks to use their 
bottling facilities for that purpose. 

Section 3158, Title 26, of the Internal Revenue 
Code, as now in force, restricts use of brewery prem- 
ises, and among other things specifically provides 
that “The brewery bottling house shall be used solely 
for the purpose of bottling beer, lager beer, ale, 
porter and similar fermented malt liquors, and ce- 
real beverages containing less than one-half of 1 per 
centum of alcohol by volume.” Exceptions include 
the provision that “where any such brewery pre- 
mises or brewery bottling house was, on June 26, 
1936, being used by any brewer for purposes other 
than those herein described, or the brewery bot- 
tling house was, on such date, being used for the 








STATE CITY HOTEL DATES DAYS 
Michigan Grand Rapids Pantlind Mar. 8-9-10 Mon.-Wed. 
New York New York City Hotel New Yorker Mar. 21-22-23 Sun.-Tues. 
Maryland Baltimore Emerson Apr. 3 Saturday 
Vermont Burlington Apr. 12 Monday 
Minnesota Minneapolis Radisson Apr. 19-20 Mon.-Tues. 
North Dakota Devils Lake Great Northern Apr. 22-23 Thurs.-Fri. 
South Dakota Huron Marvin-Hughiti Apr. 26-27 Mon.-Tues. 











bottling of soft drinks, the use of the brewery and 
bottling-house premises for such purposes may be 
continued by such brewer.” 

According to the current reports, the Ways and 
Means Committee in executive session have agreed 
to insertion in the bill now soon to be introduced, 
making numerous procedural changes in the Inter- 
nal Revenue Code relating to taxing procedures and 
methods of collection, which will eliminate existing 
restriction on soft drink bottling by breweries and 
permit them to do that. 

Probably indicative of the nature of the law 
change expected to be proposed in the revenue re- 
visions to be reported by the Ways and Means Com- 
mittee, is H. R. 6653, introduced during the last 
session of Congress by Mr. Dingell (D., Mich.) and 
referred to the Committee on Ways and Means. 
Among other things, that bill includes a provision 
proposing repeal of Section 3158, of the Internal 
Revenue Code, referred to above. 


Difficulties Still Face International 
Sugar Council 

The tentative International Sugar Agreement 
has weathered its first storm, even though the 
agreement has not yet been officially ratified by the 
United States Senate and several other countries 
necessary to make it legally effective. Indonesia, 
Peru, East Germany, Yugoslavia, Denmark and 
Nicaragua apparently have already decided to stay 
out of the agreement, according to an announce- 
ment received from the B. W. Dyer & Company of 
New York, Sugar Economists and Brokers. 

Because of the imminent world sugar surplus 
and sagging world sugar prices, the International 
Sugar Council is reported to have reduced mem- 
bers’ world marketing quotas by 10% to 15%. 

The following are given by the Dyer Company 
to illustrate some of the other price-sustaining diffi- 
culties of the International Sugar Council: 

a) Burma—Bids are now being _ requested, 
through the U. S. Dept. of Commerce, to construct 
a sugar factory in Burma. Last year Burmese 
sugar production was estimated to have increased 


enough to cover its local consumption. If the pres- 
ent proposed factory is constructed—and if addi- 
tional local consumption is not converted from low 
quality sugar (called “gur’”) to commercial centri- 
fugal sugar—Burma may even be able to export 
some sugar into the already depressed world sugar 
market in the near future. 

b) Chile—a $300,000,000 agrarian plan has been 
reported for Chile, including increased local sugar 
beet production to replace sugar imports. The na- 
tionalistic desire for Chilean self-sufficiency might 
thus exceed the Chilean desire to import sugar at 
cheap world sugar prices, which probably would 
be noticeably less than the cost of beet sugar pro- 
duction in Chile. 


Fifth Banquet Marks Growth 
Of Pepsi's Distributor's Organization 

Seven hundred people and an atmosphere of con- 
fidence and accomplishments marked the fifth an- 
nual banquet of the New York Pepsi-Cola Dis- 
tributors Association, held at the Hotel Commodore, 
February 21. The affair, which was attended by the 
top officials of the parent company, and the huge 
Long Island City bottling plant had as its guest 
of honor Philip Rubenstein, Vice President and 
General Manager of the Metropolitan Bottling Co., 
who was the recipient of the distributors associa- 
tion’s Irst awarding of its “Pally” plaque—recog- 
nizing Mr. Rubenstein’s leadership and cooperation 
during the past two years. 

Ruben Pastor, President of the New York Pepsi- 
Cola Distributors Association, in the keynote ad- 
dress, pointed out that “in 1953, for the fifth con- 
secutive year, sales of our product in Metropolitan 
New York set a new record with another sales in- 
crease.” 

All officers of the 1953 administration were hon- 
ored with gifts of appreciation, and special recogni- 
tion was given to two past presidents — Sid 
Glichenhouse and Frank Staropoli, both of whom 
are now Pepsi-Cola bottlers in New Haven, Conn., 
and Rochester, New York, respectively. 

Acting as toastmaster for the big ban- 
(Continued on Page 12) 
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WORLD’S LARGEST SUPPLIERS OF VANILLIN 





TRADE MARK 


BRAND OF 


CERTIFIED FOOD COLORS 


Your finished product deserves the finest. Secure maximum sales and eye 
appeal by using Sterwin's Parakeet Certified Food Colors. 


These pure food colors are manufactured by Sterling's Hilton-Davis Chemi- 
cal Co., leaders in the color field for 25 years. Their experience and know- 
how guarantee the production of top quality certified food colors. 






WRITE TODAY for new booklet 
giving information on Sterwin's 
complete line of Food Colors. 


SUBSIDIARY OF STERLING DRUG INC. 
1450 BROADWAY, NEW YORK 18, N. Y. 


2020 Greenwood Ave., Evanston, III. 
FACTORY: CINCINNATI, OHIO 
Branch Office: 
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Timely Tax Topics 


The Treatment of 


Bottlers should review the three primary 
methods of recording bottle and case deposits, 
and income. ... Tax benefits vary, with ratio 
of costs vs deposit charge the big factor. ... 


by DAVID C, ANCHIN 
and JULIAN S. H. WEINER 


ENERALLY, taxpayers seem to have 
greater interest in determining what 
is deductible rather than in ascertain- 
ing what is taxable. Most individuals 
probably feel that taxpayer enthu- 
siasm as to deductions may offset some 
of the Commissioner’s zealousness in 
uncovering taxable income. Hence, 
in considering the subject of container 
deposits or income, it might be well 
to consider the other side of the ques- 
tion, that is, container costs. 

There are two methods in which 
bottlers can handle container trans- 
actions: One involves the transfer of 
title to the container, or in effect, a 
sale of the container as well as the 
beverage. Under this treatment, con- 
tainers shipped would be included with 
income from sales. On the other hand, 
credit is given, or payment is made, 
for returned empties and they are re- 
corded as container purchases. 

Under the second method, title is 
retained by the bottler and sales are 
credited only for the value of the bev- 
erage. The container is credited to the 
container deposit account. Under this 
system the carbonated beverage in- 
dustry has developed the following 
three general methods of recovering 
container costs: 

(1) Depreciation Method: 

Under this method, container pur- 
chases are recorded in an asset ac- 
count. The term depreciation is mis- 


leading when used in connection with 
bottles. Glass containers are either 
usable or they are valueless. Theo- 
retically, therefore, such items would 
not really be depreciable. The term, 
however, does correctly describe the 
technique for computing annual bottle 
and case loss. Under this method, de- 
preciation at the rate of 20% to 25% 
per year is charged to an expense ac- 
count, “Bottle and Case Loss,” and 
credited to a reserve for depreciation 
account. 


Incidentally, the warning in our 
article last month, “Beware of grow- 
ing container deposits” applies par- 
ticularly to this method. Since the 
bottler is permitted to recover a rat- 
able portion of his container costs 
annually, in the form of depreciation, 
the Commissioner, as in the case of 
breweries where the precedent has 
been established, may attempt to con- 
vert excessive non-reimbursable de- 
posits into taxable inccme. 


Where the rate or return, with re- 
spect to empties, is high, and the de- 
gree of breakage is low, the deprecia- 
tion formula generally offers the bot- 
tler an opportunity to recover con- 
tainer costs before actual loss. If the 
percentage of return is low, however, 
the actual loss may exceed the allow- 
able rate of 25%. Use of a higher rate, 
based on the bottler’s experience, 
could make up the difference. But use 
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of such a rate would undoubtedly in- 
vite attack by the Commissioner, with 
respect to both the rate and the bal- 
ance in the deposit liability account. 

Accordingly, consideration should 
be given to the rate of return before 
deciding to employ the depreciation 
formula. 


(2) Plant Inventory Method: 


Under this method, container pur- 
chases are also recorded in an asset 
account, “Bottles and Cases’. As the 
name implies, a year-end physical in- 
ventory is taken at the plant. The dif- 
ference between the amount of the in- 
ventory and the sum of the opening 
inventory, plus interim container pur- 
chases, is charged off to an expense 
account, “Bottle and Case Loss”’. 

It is important to point out that 





David C. Anchin, C.P.A. and attor- 
ney, is a partner of the firm of 
Anchin, Block & Anchin, a New 
York firm of certified public ac- 
countants. Mr. Weiner, also aC.P.A. 
and attorney, is associated with the 
firm. Both authors have written ex- 
tensively on the subject of federal 
taxation. 

This article is part of a series on the 
subject of tax savings for bottlers 
of soft drinks. 
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the physical inventory does not in- 
clude containers out with the trade. 
The cost of such items are therefore 


automatically reflected in the annual 
expense charge-off. 


In effect, the plant inventory me- 
thod is equivalent to treating each 
transaction as a sale of the containers 
and contents, notwithstanding the 
fact that payments for the containers 
are recorded as deposits on the books. 


At first blush, this picture may ap- 
pear extremely attractive taxwise. It 
would be well, however, to examine it 
further with due consideration of the 
following factors: 


First, the balance in the deposit 
liability account must be closed an- 
nually. A debit balance (where re- 
funds exceed deposits) would be 
charged to “Bottle and Case Loss” 
since it actually represents the cost of 
container purchases. On the other 
hand, a credit balance (when deposits 
exceed refunds) would be handled as 
a reduction of the bottle and case 
loss, since it really constitutes income 
from the so-called sale of containers. 
Accordingly, the maximum amount 
that can ever be charged off to “Bottle 
and Case Loss”, prior to the actual loss 


or scrapping of the container, would 
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19 out of every 20 bottlers that try | ee 
VEKO #2000 JUICE ORANGE — 
BASE just once, reorder again and — 
again. And, of course those reorders 

reflect the big job they are doing with 

this top-quality juice orange. = 


VEKO #20000” 
JUICE ORANGE BASE 


PACKED IN VACUUM CANS 


#2000 is packed in California using 
Valencia Oranges exclusively and has 
lots and lots of juice . . . It’s easy to use 
too . . . contains everything for the fin- 
ished drink . . . sufficient citric acid, 
benzoate, separate color envelope. 


Because we are confident that if you use 
VEKO #2000 just once, you will use it 
regularly, we make this special— 








DOUBLE YOUR MONEY BACK OFFER 


Try a gallon of VEKO #2000 
at the 3-case price of.............$4 OO 
and if it fails to live up to 
our Claims, we will refund 
double your purchase price. 


(We can supply you with 1 oz. or 2 oz. 
blenders to be used with #2000) 





V.2E. KOHNSTAMM, “xc. 


329 CANAL STREET ° 
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A COMPLETE LINE OF FLAVORS FOR EVERY NEED. 





CATERING TO THE NEEDS OF 
THE DISCRIMINATING BOTTLER 
_FOR OVER 60 YEARS! 


We have built our 
reputation on 
Quality Flavors . 












“WAMI" 


(Reg. U. S. Pat. Off.) 
Imitation 


* CHERRY 


Let us show you 











be the difference between the original 
container cost, say $1.00 for a case, 
and the related deposit, perhaps 50c, 
representing a difference of 50c in 
this example. Under the depreciation 
method, however, the entire cost of the 
container would be charged off at the 
expiration of a four-year period even 
though the container may still be in 
circulation. 

Secondly, in regard to unusually 
high purchases at the end of a taxable 
year, it is doubtful whether the dif- 
ference between original container 
cost and the related deposit can be 
charged off to “Bottle and Case Loss” 





plant inventory method has a wide 
following in the industry today. 


(3) Plant and Trade 
Inventory Method: 


This alternative is distinguished 
from the former in that the inven- 
tory valuation also includes contain- 
ers in the hands of customers. How- 
ever, since it is impractical to take a 
physical count of bottles and cases 
out with the trade, this inventory is 
generally determined by the credit 
balance in the “deposit” liability ac- 
count. For example, if there is a 50c 
deposit on each case and the balance 
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p I — _ ig ites mentees ania need be made as to unclaimed deposits be overlooked in the above illustration I 
; T t d p Joos “ge peal Che to be included in income at the year- is that both plant and trade inven- t 
¢ este , roven ’ war ee a end. Another important advantage is tories are valued at the original cost, é 
.- | "WAMI" CREAM : . ne ; 
F FI ) WAIT. GRAPE, uae nap the immediate charge-off of the dif- rather than the deposit value, of the \ 
Ua ity avors . ! J unees. 2 of. pepe on. ference between the original container containers. This has the effect of post- ¢ 
| Golden” juice purchase price and the related de- poning the recovery of container costs I 
, a ee  VONERRY des posit. Depending upon the span be- until the inventories reflect an actual t 
tween cost and deposit, this initial loss. Obviously, this result would not I 
INC | Company first-year write-off can sometimes be favorable, taxwise, if the cost of ] 
° Address equal or exceed equivalent deprecia- the container exceeds the related de- c 
176 YORK STREET 1 City Zone...... State tion charges over the first two years. posit. Where this situation exists, I 
PHILADELPHIA 33, PA. Requested by et Ss Seep es Finally, it should be noted that the however, some bottlers follow the C 
t 
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practice of valuing containers at the 
lower deposit figure even under the 
plant and trade basis, thus obtaining 
the same tax benefit available under 
the plant inventory treatment. 

Valuing the containers at cost under 
the plant and trade inventory method 
would have its merit, however, where 
the deposit exceeds the container cost. 
In this situation, the difference, or 
the gain, would be reported only when 
final disposition is made of the con- 
tainer. In other words, income is re- 
alized only when the container no 
longer forms part of the plant and 
trade inventories. On the other hand, 
under the plant inventory method, 
this income would be realized imme- 
diately upon the first delivery of the 
container. 


CONCLUSION 

The tax benefits stemming from 
the three different methods in this 
section will generally vary with each 
situation. Therefore, to obtain. the 
greatest tax savings, the bottler should 
choose the method that applies par- 
ticularly to his own circumstances. 
For example: 

The depreciation method would 
generally be most effective where ac- 
tual bottle and case loss is low and 


the span between container cost and 


deposit is small. Here, depreciation 
deductible in the early years should 


exceed actual loss. 

The plant and trade _ inventory 
method will generally soften the tax 
blow where the container deposit is 
much larger than its cost. In this case 
no gain would be reported on the con- 
tainer until its final disposition. 

Variations of the above alternatives, 
such as depreciation plus, estimated 
non-returns, and the cost-of-purchases 
methods are used by the beverage bot- 
tler. However, those discussed in this 
article appear to represent the pre- 
vailing methods in the industry. Since 
all three are acceptable to the Com- 
missioner, it is within the province of 
the bottler to select the one which 
produces the best results, taxwise. 
However, if the sélection involves a 
change from the _ bottler’s present 
method, permission to make such 
change should first be secured from 
the Commissioner. 
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(The original letter, reproduced here at b 
the request of Walter S. Sowell of the Dr. 
Pepper Bottling Co., Sumter, S. C., was sent 





i] 
to Secretary Riley of the American Bottlers h 
of Carbonated Beverages, Washington, D. C.) ke 
t 
To the Editor: ' 
I have received your letter saying that the A.B.C.B. ‘ 
Certificates of Membership are ready for mailing. After a 
thinking about this proposition for awhile I don’t rn 
believe I am interested in getting a “1954 Certificate” r 
which means I don’t care to pay $60.00 for membership | 
in the A.B.C.B. and I think it is only fair to tell you 
why. h 
My number one complaint with the A.B.C.B. is its 
cone lack of activity in getting anything done about the t 
it om | price of sugar. The price of sugar, of course, is controlled § 
to a large extent by the quota allowed to be imported G 


into the United States from Cuba and off shore islands. 
As far as I know, the Board of the A.B.C.B., who are 
the representatives and the mouthpiece of the Bottlers 
of America, have done nothing to help the sugar price 
situation, such as going before the Secretary of Agri- c 
culture en masse, like the beef and cattle people did, 

with proof that the price of sugar today is putting one 

bottler after another out of business. 


Your organization hasn’t been able to start any agi- 
tation on a national scale in the papers or on the radio 
and has even failed the chance of a lifetime to tie in 
with the big coffee scandal with a few sandwich boards 
on the street around the Department of Agriculture. 
Another angle would be to join up with the ice cream 
people, the candy and bakery people and spend some 
money on paid ads or editorials froin sympathetic 
newspapers telling the people at large the unfairness 
of the sugar situation. 





wy 


(az Now is the time for this sort of agitation, it is being 


drastically, the beef people have had a whack, the 
coffee boys are having to do a lot of explaining about 

so PURE...SO GOOD... 
SO WHOLESOME FOR EVERYONE! 





why their prices are so high but nobody has brought 
out the fact that 9c sugar compares to 50c per pound 
cotton, $1.25 beef and $1.00 per pound coffee. The day 
of big crop price protection for growers is on the wane 
everywhere but in the cane and beet business which is 
protected by our skimpy import frem Cuba, etc. Is 
there no way we can get this before the right people 
so something can be done about it? Is there no one in 
our organization who is big enough to be heard na- 
tionally on this subject? 
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Another thing I think the A.B.C.B. could have done 
was to take a firmer stand on bottlers raising prices 
across the nation. There are still many States selling 
for 80c per case and going broke doing it. Maybe you 
couldn’t have corrected this but you could have agitated 
for higher prices so the bottlers, who are your only 


source of revenue, could make a fair living. 


American bottlers should have some way of protest- 
ing and putting in a squawk that could be heard by 
everybody when we get advance after advance in prices 
by the suppliers, such as the crown people, the glass 
people, the case people, the sugar people, etc. As it is 
now, we get a sad apologetic little letter saying, “sorry 
but our product will advance 5%, 10% or whatever, as 
of such and such a date.” Then what happens? Noth- 
ing, except that we pay the extra freight. We should 
have an official group that would protest officially and 
loudly to all this so that the suppliers would think 
twice before raising prices. 

It is a well-known fact that many bottlers are having 
trouble paying their bills these days. Nobody knows 
this better than the suppliers. Yet they go merrily 
along raising prices periodically and making their same 
nice profits when the poor dumb bottler had trouble 
paying before the last rise. Do you suppose they ever 
heard of the goose that laid the golden egg and what 


happened to him? 


The way I look at it now is that a membership in 
the A.B.C.B. entitles me to a badge at convention time 
so that I can go into the Hall and look at the wares 
of the suppliers who, as soon as their product becomes 
indispensable to you, will raise prices beyond reason 
and gouge the living daylights out of you. Until the 
A.B.C.B. gets off the dime I’m sitting on my sixty 
dollars. 

No thank you, Mr. Riley! 

Very truly yours, 


WALTER S. SOWELL 


(EDITOR’S NOTE :—As Reader Sowell un- 
doubtedly knows, we are not always in agree- 
ment with the A.B.C.B., and have stated our 
position editorially. However, to blame the 
national association for the high price of 
sugar, or to accuse them of insufficient effort 
in this direction is not in accordance with the 
facts. The energetic A.B.C.B. Sugar Commit- 
tee has been doing as effective a job with 
regard to the protection of the soft drink bot- 
tler as can be done by an industry group in 
the face of complex national and international 
political commitments, and fixed government 


policy relating to quotas.) 
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Las Beverage Bottle Salesman 


now has the answer! 


To HELP YOU FORMULATE your future marketing 
plans, Owens-Illinois sponsored a nation-wide 
survey of American housewives to determine: 
1) The number of empty and full bottles in the 
average American home; 2) How many and 
what sizes of carbonated beverages are pur- 
chased at a time; 3) Where and how often 
they are purchased; 4) How empty bottles are 


DURAGLAS CONTAINERS 
AN (I) PRODUCT 


returned; 5) Carton and carrier preferences. 

The material in this report is especially sig- 
nificant for it reveals facts that have a direct 
bearing on your packaging and merchandising 
plans. Ask your Duraglas beverage bottle sales- 
man to show you how the many facts this survey 
reveals can help make your future operation 
more efficient and profitable. 


Owens-ILLINoIs 


GENERAL OFFICES + TOLEDO 1, OHIO 





ll 





WILD STRAWBERRY 


FRUIFY STRAWBERRY 


STRAWBERRY COMPOUNDS, 


2 or 4 ounce 


lf your order comes in 
before noon, shipment 
is made the same day! 


Red Seal Imitation 


Nrawberry 
Havors 


Strawberry beverages become a delightful, 


exciting adventure in tangy, bubbly good- | 


ness with Red Seal Strawberry Flavors. 
A sure sales stimulator! 


(Continued from Page 4) 


Pepsi-Cola Company officials look on as President Al 
Steele congratulates Philip Rubenstein, recipient of the 
“Pally” plaque. 


quet was Carl Rosloff, chairman of the banquet 
committee, who was ably aided in arranging the 
many details of a perfectly staged affair by Saul 
Siegel, chairman of the entertainment committee. 
Mr. Rosloff introduced some of the many distin- 
guished guests who were present, including Dave 
Levinger, Secretary of Local 812, Soft Drink Work- 
ers Union; J. W. Carkner, Chairman of the Board 
of Pepsi-Cola Company; Joseph Lapides, Baltimore 
Pepsi-Cola bottler, and treasurer of A.B.C.B.; 
Richard Burgess, Vice President of Pepsi-Cola Com- 
pany, and many others of note. 


All smiles—prominent members of the N. Y. Pepsi-Cola 
Distributors Association pose with parent company offi- 
cials at 5th annual banquet. 
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THE COVER PICTURE 





With the food store rapidly be- 
coming a most important outlet for 
bottled soft drinks, bottlers will 
find much of interest in this issue's 
feature article “As the Grocer Sees 
Us” on page 14. 
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The Panic Could Be Worse Than The Fire! 


Pecan bottled soft drinks are a food product. 
it is only natural that they should be sold, particu- 
larly for home consumption, through the food stores 
of the nation—the groceries, delicatessens. food 
chains and the supermarkets. This has made the 
grocer (to lump them into a single term) the indus- 
try’s best and biggest channel of distribution. Notice 
that we did not say, “customer”, because the real 
customer is the consumer. 

In view of his importance, the grocer has been 
given every possible help by the bottler to aid him 
to sell soft drinks, matching or exceeding the efforts 
of any manufacturer of products sold in the store. 
This has taken the form of display racks, cartons, 
signs, displays, demonstrations, special promotions. 
plus such important personal services as stacking. 
sorting and display arrangement by driver sales- 
men. With the fast turnover of soft drinks, their sub- 
stantial profit margin, their long shelf life and com- 
plete freedom from spoilage, soft drinks offer the 
grocer as profitable an item to handle as any of the 
3,000 others he has in his establishment. and fa: 


better than most of them. 


Needed: Improved Public Relations for the Industry 


7, is only within recent years that the term “publi: 
relations” has been understood for what it is—a 
planned series of activities with a definite cumulative 
purpose. In the past this expression has often been 
confused with advertising or considered in the na- 
ture of a “stunt” for the purposes of publicity. 

We have need—now—in our industry, for the 
development of a public relations program aimed 
at these specific objectives: 

First. to develop a positive and favorable attitude 
toward the use of all soft drinks. to counteract anti- 
beverage propaganda by dentists, doctors and food- 
fadists, which has already pushed soft drinks out of 
many school markets. 

Second, to make people aware of the basic role 
the deposit bottle has played in keeping beverage 
prices down; in providing a completely satisfactory 
and safe container for soft drinks and to emphasize 
the need for the prompt return of bottles to retail 
outlets. 


Third. to educate grocers and other distribution 





Therefore, the sporadic attempts over the years 


by the grocer to demand “extra” compensation for 
case and bottle handling, lately complicated by ex- 
pressions which could be considered threats of hoy- 
cott or other similar action, is endangering the mu- 
tually profitable and workable relationship which 
has existed for a long time. 

It would be most dangerous for the bottler to be 
panicked into any hasty and ill-considered new 
arrangement because of a threat of substituting 
other product lines, or other packages. 

To accede to demands for container handling 
charges would in reality not help the grocer, for no 
bottler could bear this substantial added cost. Pass- 
ing it on to the consumer would raise a price barrie: 
that would seriously reduce sales volume and cur- 


tail profits for both the grocer and the bottler. 


This industry derives its major strength from the 
fact that its products are low-priced, within the reach 
of every shopper. It is to the bottlers—and the gro- 


cers—best interests to keep it so! 


channels on the sound profit potential of bottled 
soft drinks. 

Of course. there are other worth-while objectives. 
but these three seem to us to be the most urgent at 
this time. 

Some starts have already been made. Sugar pro- 
ducers and refiners have embarked on a program 
of fact finding and fact- distribution which is already 
showing results. On the local and_ state. level. 
all three problems have been attacked from time to 
time by various bottlers’ groups, notably on the 
Pacific Coast. The national association has directed 
forceful advertising to doctors, dentists, teachers and 
food editors. 

One more big and important step is necessary 
and that is for the A.B.C.B. to organize the top level 
groups of all the interested industries to develop a 
cohesive, coordinated public relations program that 
will cover these three major points. 

We realize the magnitude of the project. ... Even 


larger is the need for it! 








As The Grocer 
Sees Us 





He wants more gross profits; less 
expense; bigger volume, bottle han- 
dling allowance—that's all! .. . Digest 
of a provocative talk made before the 
Oregon Association Convention. 


by Wm. Triplett 


Columbia Food Brokers Ass'n 
Portland, Oregon 





















“For the most part... drivers do a good job stacking up 
the goods, arranging displays.” 
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7o fully understand the grocer’s problems, you 
really need to put on an apron and become a grocer 
for a while. Since you can’t very well do that, let 
me try to help you understand the grocer’s think- 
ing about your industry’s trade practices and rela- 
tionship with us. 


Gross profits have been too low—they should be 


27% to 33° on selling price—with an allowance 
per case for handling empties. No one works harder 
than a grocer. We have lowered our overall gross 
margins from 30% to 18% in the last 20 years 
a 40% drop. Who else has made such strides? 
Expenses dropped at first as volume went up and 
then with higher labor cost, higher rentals, bigger 
depreciation, taxes—they rose again until a mer- 
chant selling foods, drugs, housewares, etc. has from 





4/10 to 1% profit on sales. That’s too close for 
comfort, too close for continued investment in the 
industry. Think of it, $40 net per week on a big 
food store with an investment of $300,000. It just 
ain’t good! 
What’s the solution then? It’s a three-fold solu- 
tion: 
1. More gross profit 
2. Less expense 
) 
; 


More sales 


I do not have all the answers, but here are some 


thoughts. 

On this first point, I’d set up a price schedule 
that would allow 28 to 33% on the selling price. 
Bottlers have trained their representatives to figure 
profit margin on costs. This is so wrong that it’s 
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almost laughable. The first lesson any grocer learns 
is that gross profits must be figured on selling 
prices—the same as his expense percentages are 
figured or he will go broke. 


The next thing some bottlers do wrong is to figure 
retailers profits without adding in the cost of empty 
bottles. For example, a case of beverages costs 
$1.00, empty and case 50c, selling price is $1.50 
plus 50c deposit or $2.00. Salesmen after salesmen 
will try to maintain that we are making 50c on a 
$1.00 cost, or 50%. A few will say we are making 
50c on a $1.50 sale or 3344%, but seldom do we find 
one who correctly figures we are making 50c on a 
$2.00 sale or 25%—and that, out of that 50c, must 
come the added cost of handling the bottles and 
refunds and breakage which go with it. 

Let me labor this point—if I were a bottler, I 
would instruct my drivers and my salesman that 
profit margins must be figured on selling price 
and both cost and selling price must include both 
empty bottles and contents. 

Along this same line what really makes grocers 
unhappy is bottler salesmen who suggest retail 
prices that are too low. This is particularly im- 
portant when price increases come along. At such 
a time, as a bottler, I would personally call on big 
chain buyers and get their ideas as to retail price 
—and let them know you are not suggesting any 
particular retail figure. I would prefigure their 
profit at varying selling prices and percentages but 
always start high enough. Remember the higher 
the profit margin, the more interested a grocer is 
in selling your product—the easier to get coopera- 
tion, floor stacks, etc. 

Finally, a tender subject—but one which affects 
the grocer profits—is dishonest drivers and sales- 
men. If I were a bottler, I’d instruct my men to be 
checked in and checked out very carefully so that 
store management was always happy with my 
outfit. This is important—don’t underrate it. 
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“Store help’s time is worth at least 5c a minute.’ 
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Now on the subject of reduced expense—our 
biggest expense is labor. For most part bottlers 
do a good job here—stacking up the goods, sorting 
empty cases, etc.—but how about the salesmen and 
drivers who spend hours a day bulling with the 
store manager, owner or clerk? ... Perhaps buying 
him coffee, discussing the ball game tonite, the fight 
last nite, when I was in the service, etc. Often 
it’s the store’s most expensive help whose time you 
are taking, and it cost money. Store help time is 
worth at least 5c per minute. How many dollars 
did your drivers cost stores today? 

One of the first things I would do to help cut 
down grocer’s expenses is to give an allowance for 
handling empty bottles and cases. I’d allow 25c a 
case on 24 pack and 15c a case on 12 pack qts. 
Remember, you’re a grocer now. Do you recall 1940 
—just 13 years ago? Let’s see—we were paying 
$20 a week for top labor for 51 hours a week— 
now we are paying about $80 for 40 hours. That’s 





“Where is the best beverage spot? . . . Remember, if the 
gross profit is right, the store will want beverages in the 
best spot.” 





almost 5 times as much labor cost per minute. Have 
the bottlers given us a bigger margin to cover this? 
Hell, no, it’s actually smaller in many cases! 

To understand our problem, let’s trade a bottle. 
It’s stacked up—it’s rung up—(any bottles today?) 
—deposit added (we hope)—bagged, if loose—car- 
ry-out boy if carton—and that’s only the beginning 

-bottles are returned—-bottles sorted out—cash slip 
made out—cash given—and bottles dumped in bin 
and there’s still more—bin carried to back room 
bottles sorted into cases—broken bottles to garbage 
(and garbage bills aren’t cheap)—cases checked out 
to driver—cases subtracted from bill. 

Did the grocer get 3c a bottle for doing all this? 
2c? 1c—no, he performed a service saving the bot- 
tlers millions of dollars for the great privilege of 
selling soft drinks at a decreasing margin. 

This is no longer a matter to be dismissed lightly. 
It’s an expense which must be offset if a grocer 








“Grocers like store demonstrations.” 





is to survive. 25c a case is little enough for all this 
expense. It would slow down the can salesman’s 
propaganda—but fast. 

Enough criticism which I hope, has been con- 
structive. Now, let’s talk more sales. 

Proper location in the store is important. Where 
is the best beverage selling spot? Front? Back? 
Where? How do you get the best spot? Remember, 
if the gross profit is right, the store will want 
beverages in the best spot. 

Tie in with special events 

Store anniversaries—store demonstrations—holi- 
day displays. 

Cooperate with 
yourself and salesmen with sales figures and with 


management—acquaint him, 


dollar profits. How many do that? 

Back up products with proper advertising 

a. Point of sale 
1. In store music and store casting—gro- 

cers love it. 

2. Signs for stacks—suggestions—talking 
signs. 

3. Cooperative advertising at national 
rate—regularly, periodically, or for spe- 
cial events. 

b. External Ads—TV— Radio—News—Bill- 
board. 

c. Coupons—grocers don’t like them but if 
you must use them—pay their way—2c if 
you are paying a handling charge for emp- 
ties, or else 3c. 

In conclusion, let us repeat—-you can increase 
your sales—you can fight all kinds of competition 
using the grocer as your ally—by appealing to his 
pocket book 

1. Through better profit margins. 

2. Through allowance for bottle handling. 

3. Doing merchandising the grocer likes. 
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Wide Range of Speeds 


with CEM BUILT-IN 















=. MS Oe 


BPM 






\ 85a" Ts BPM 

_ 72 to 160. BPM 
16 oz 60a, 120 BPM 
2407. { 4040-80 BPM 24g 48 BPM 
28 oz. “a 35% 70.BPM 2116.42 BPM 
32 oz. “9O-to 62 BPM 18 to 36)BRM 


The table above shows the range of speeds Cem 


Built-in Expansion gives you. You can operate 


at normal speeds with minimum cooling. When you 


want more production you simply increase refrigeration. 


Your Cem Representative can give you full information. 


CEM 


FILLERS 


4-20 @ 6-28 e Super Cem 50 


CROWN CORK & SEAL COMPANY, INC. 
Machine Sales Division « Baltimore 3, Maryland 


Bottlers the world over have invested in nearly 2000 CEM FILLERS . . 
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Cem Built-in Expansion is particularly desirable if 

you have a growing business. Cem goes right to 

work with your present equipment. You can then increase 
production by selecting the proper washing, water treating, 
cooling, mixing and other equipment. There’s no reason to 
buy a new filler for each step ahead. 


Only Crown has nation-wide erector service 


... factory trained men ready to answer calls for service... 
to keep your Cem Filler in top shape. 
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GOING UP IN RECORD TIME 


The huge Can-A-Pop plant at Artesia and Alameda 
Streets, Compton, Calif., is keeping pace with the 
building schedule and will be in opera‘ion during 
March. Covering nearly four acres, the plant will be 
the largest canned beverage operation in the world. 
Five flavors ... orange, grape, root beer, black cherry 
and cola will be introduced, according to Emmett 
Karston, new vice president and general manager of 
the Can-A-Pop operation. 








FOR PRODUCT IDENTIFICATION 


Bright, gay labels to attract the younger set are doing a 
fine job of creating impulse sales of soda water for the 
Hi-Ho Bottling Co. of Plymouth, Wis. The letterpress labels, 





which are produced by Milprint, Inc., Milwaukee, come in ¢ 
a variety of bright colors but ieature identical designs. - 
Neck labels are also striped and contain easily readable T 
flavor identification. P 
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SMART PROMOTION 


In Evansville, Indiana and Houston, Texas, the joint pro- 
motion of B-1 and various kinds of wines was tried with 
marked success. The combination of B-1 and wine has 
been accepted by the public as a delicious drink and 
bottlers in the mentioned areas are profiting by the pro- 
motion. 
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HAPPY VISITORS TO PANAMA 


Mr. and Mrs. Pierre Lavedan (right) with Pana- 
manian Industrialist Jorge Arias are shown at the Hotel 
El Panama. Mr. Lavedan is Chairman of the Board 
of Liquid Carbonic Corporation, while Senor Arias is 
manager of the Royal Crown Bottling Co. in Panama. 
The Lavedans spent a few days recently in the Re- 
public of Panama on a business-pleasure trip and 
enjoyed their trip so much that they plan an early 
return to “The Crossroads of the World”. 
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DAD’S ACHIEVEMENT AWARD PLAQUE 
GIVEN BOTTLERS 







Twenty top bottlers received an Achievement Award 
Plaque at the recent Dad's Root Beer Company Conven- 
tion, which took place in Chicago. Awards were based on 
management, production and sales for 1953. The size of 
the individual bottler was taken into consideration and 
awords were made on the merit of the bottler, regardless 
of the extent of his business. Barney Berns, Executive .. 
Vice President, shown at the left center, second row, made 

the presentations. 





















































Now’s the time to build up summer lines . . . and to 
get off to a good start Sam Fitzwater (trustiest bottler 
in the business) advises you to head up your list with 
these tried and true sales leaders: 







4-0z. ROOT BEER—This perfect blend of extracts from 
roots and herbs makes a rich, full-flavored ROOT 
BEER that’s sure to be a best-seller all summer long. 
Contains caramel color and comes in a variety of 
types. It’s easy to process, too. 


WT GRAPE—A real wine base gives this 4-0z. imita- 
tion flavor a rich natural flavor. It’s a taste treat 
customers really will go for—to the tune of higher 
profits for you! 4 


Sam Says: Mr. Bottler, to get these fine 
Twitchell flavors, just fill out and mail this 
handy coupon today! 





Please send me: Fill my order for: 


[_]Samples of both Gallons 4-0z. Root Beer 


Gallons WT Grape 





(newsy 32-page magazine for bottlers) 


Firm Name 


Street 
FRANCHISE “FAMILIES” AT WASHINGTON 


CONVENTION ... City Zone State 


% 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
I 
| 
| 
| 
| 
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Top—Far left, Ralph DeMaria, national district manager, Signed by 


| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
; [_]Send me Twitchell Talks 
| 
| 
| 
| 
| 
! 
| 
| 
bottle division, Dad’s Root Beer Co., Chicago, host at : 






PR Fe ae a ee eee. ES SS A A 
breakfast in the Hotel Winthrop “Daffodil Room” during i 
the 37th annual convention of Washington Bottlers of Car- oe 
bonated Beverages. eS oe . 
$$ COMPAN 
Bottom—John T. Hunsaker, vice president of Nesbitt Fruit 4 a eee 
Products Co., Los Angeles, (center of row standing at rear 85 years of service to bottlers ay 


of photo) was host at a breakfast during the same conven- | 
tion. 


MONT AND HADDON AVES, ¢ CAMDEN 
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Problems in Production of 


Dietetic Drinks 


WET TRE OIE T-TREE! 
ee to i." 


Socanuess carbonated beverages has been the sub- 
ject of much debate and controversy over the period 
of the last year or two. Chief concern seems to have 
been with the manner of exploitation via the press, 
radio, TV, etc. and also the method of distribution, 
i.e. Grocery store vs. drug store. Some manufac- 
turers of these beverages which use Sodium or 
Calcium Cyclamate (Sucaryl Abbott) as the sweeten- 
ing replacement for sugar, are attempting to boost 
sales by emphasizing their non-fattening attributes 
at the expense of sugar based beverages (after the 
struggle the beverage industry had to firmly estab- 





By ROBERT M. SANDRI 


Plant Chemist, Brookdale Beverage Co. 
Bloomfield, N. J. 


hy 
T BEEP E 





lish carbonated sugar based beverages as a food!). 

This article, however, shall be concerned mainly 
with the technical problems encountered in the form- 
ulation of “sugarless” or as some choose to call them, 
dietary or dietetic soft drinks. 


BODY 

In the first place, it was immediately apparent 
at the beginning of this recent wave of interest in 
sugarless products that soft drinks made according 
to the usual formula merely substituting Sucary] 
Abbott (trade name for Calcium or Sodium Cycla- 
mate) for the usual sugar, lacked a certain body as 
the trade calls it or “mouth-feel.” This was readily 
understandable because of the quantity of Sucaryl 
involved vs. the quantity and body of the sugar 
syrup (usually at a Baume of 32 degrees). Solving 
this problem was not easy and work still remains to 
be done to bring sugarless beverages to the consumer 
acceptance point of standard sugar based beverages. 

There are a number of bodying agents presently 
available which are satisfactory from a pure food 
standpoint for use in sugarless beverages. However, 
each one has to be experimentally adapted to the 
particular beverage being manufactured. The follow- 
ing bodying agents in approximately a .1% to 1.42% 
solution have been found to yield a syrup which is 
of sufficient consistency, and is compatible with the 
other ingredients in the sugar free bottling syrup: 





e BODY... 
e FOAMING... 
e FLAVOR LEVEL... 


1. Sea Plant Chemicals 
Sea Kem Type 5 
2. California Fruit Growers Exchange Pectin 
N.F. No. 444 
3. Hercules Powder Co.’s C.M.C. 
70 S High and other grades 
4. Atlas Powder Co.’s Sorbitol 
5. Phenix-Pabst-ett Co.’s KraSta 
6. Kelco Co.’s Kelcoloid HV 
(Fine mesh) 


In all cases except Sorbitol care and correct tech- 
nique must be employed in the preparation of this 
type of sugar-free bottling “Syrup”. Although no 
tests have been made for this particular application, 
it might be possible to use R. T. Vanderbilt’s Veegum 
which has been toxicologically approved for pharma- 
ceutical usages. 


FOAMING 

Most bottlers of sugar-free beverages, both large 
and small, have been troubled with foaming during 
the bottling of dietary beverages and also with the 
rapid loss of carbonation within a short period after 
opening a bottle of the beverage. Here at Brookdale 
Beverage Co. we have been making and marketing 
Diet-Treet Pale Dry Ginger Ale and also Diet-Treet 
Real Fruit Orange. During their developmental pe- 
riod foaming and loss of COz was a pesky problem 
but later on our subsidiary (Brookdale Laborator- 
ies) developed a product which they call “Carbo- 
Lok”, an additive for Bottling Syrup (suger based or 
sugarless) which has practieally eliminated our 
foaming difficulties and also eliminated to a major 
degree loss of COz when these sugarless beverages 
are opened, poured and then allowed to stand. From 
our experimental and production data and observa- 
tions we have concluded that foaming and rapid loss 
of COz are directly related to surface tension and to 
certain other physio-chemical relationships occurring 
between the CO2 and the beverage itself. With the 
new beverage syrup additive, however, it is possible 
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to bottle sugar-free beverages with about the same 
facility as that encountered in the bottling of our 
regular line of true fruit beverages. 

The writer is of the opinion that the physio- 
chemical mechanism responsible for the aforemen- 
tioned effects is the result of two different processes 
occurring within the bottle containing the ear- 
bonated sugarless beverage or sugar beverage and 
the Carbo-Lok additive; the first process being the 
formation between the COz in the beverage and the 
additive of what may be termed a short-life com- 
pound which has a strong tendency to hold or bond 
the COz in the beverage. The second process is the 
increasing of the surface tension of the beverage 
liquid so that the tendency of the COz2 to readily 
escape with the agitation caused by pouring, etc., 
is greatly reduced. The foregoing statements are 
theories of the writer based on continuing observa- 
tions over a period of time. 


FLAVOR LEVEL 


From a standpoint of dollars and cents the ques- 
tion which posed the greatest challenge was that 
of eliminating the increased flavoring extract costs 
necessitated by the increased amount of flavor ex- 
tract required to achieve the equivalent percentage 
value of flavor (flavor strength) present in sugar 
based beverages not containing Sucaryl. For exam- 
ple, it was found necessary therefore, to over-flavor, 
or expressed as a percentage, to use 10-20% more 
Ginger Ale extract in a sugar free bottling syrup, 
than would be required in a similar flavor using the 
regular sugar syrup. 

Chemical sweeteners are organic compounds and 
here their similarity to sugar (sucrose) begins and 
ends. Assigning a value of 1 to the sweetness 
strength obtained from sugar we learn that the 
synthetic sweeteners have a numerical sweetening 
value of from 30 to 400 times greater than sugar, 
depending on the substances being considered. Any 
slight food value which these sweeteners may have 
is usually below the level of utilization by the human 
system and therefore they add no calories to car- 
bonated beverages in which they may be used. 

Regardless of the aforementioned facts it is still 
not possible to formulate a NO Calorie True Fruit 
Beverage or Pale Dry Ginger Ale. This is due to the 
natural plant sugars present in all fruit juices and 
also to the alcohol used in flavoring extracts. Yet 
when a comparison is made between a sugarless true 
fruit beverage which contains less than 6 calories 
per 12 oz. bottle and a regular 10 or 11 Brix Bever- 
age which contains 200 plus calories per 12 oz. bottle 
it is immediately evident that for many people the 
sugarless or sugar-free, or dietary carbonated bever- 
ages are a welcome addition. 

For this reason constant research and investiga- 
tion should be carried on to develop perfect products, 
of which the bottling industry may be proud. 
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Waukesha P. D.* Sanitary Pumps 
Precision-Built for Long Service 


You'll move many extra gallons — or pounds — 
with Waukesha Pumps, because they're designed 
to last longer in rugged daily performance. Give 
them the simple care they deserve — They'll reward 
you with years of low-cost pumping and quality 
protection to your products, liquid, semi-liquid, 
creamy or chunky. 


WHEN PUMPS WEAR OUT 
WHO IS AT FAULT? 











Pump and Mofor Misalignment 
Slashes Service Life 


Never take motor and pump alignment for granted! A fraction 
of an inch out of true can cost you many wasted dollars — in 
belt replacement, bearing and impeller wear, inefficient pump- 
ing, lowered capacity. 








Make alignment check an important part of 
your daily in-plant servicing on pumps a 
part of your cleaning routine. It’s time weil 
spent, money saved in longer pump life, re- 
duced pump repairs .. . and keeps your prod- 
uct moving better, without interruption. 





Write for latest Instruction Hand Book 








*P.D. — Positive Displacement — Slow Speed 





WAUKESHA FOUNDRY COMPANY (330, cNSOUy, aueNus 
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Rurty-Peck invites you to write for free flavor 


_ buteenst Th Bottlers’ Pritienis ce 


plus quality ‘‘Superb”’ flavors have made Hurty - Peck 


‘‘America’s leading independent beverage flavor house’’ 





TOPS Ps 


Se e* 


cea many free services exist 
because we have a real personal interest 
in having all bottlers make better beverages. 
Naturally we’re jealous of our fine “Superb” 
flavors . . . so we’re eager to help bottlers 
use them to make the VERY BEST 
DRINKS. Our interest doesn’t stop with 
the shipment of an order. We try to follow 
through and make sure that the bottler’s 
trade will recognize his beverages as being 
superior. 

Field men with traveling laboratories are 
equipped to check your beverages for flavor, 
color, cloud, brix, CO:, chlorine, and taste 


samples—either finished syrup or concentrate. 


—right in your own plant. It is wise, too, 
to have your drinks checked periodically 
by a dependable, experienced flavor labo- 
ratory, such as ours. Often trouble can be 
anticipated and corrected before it develops 
far enough to cause complaints. Our labo- 
ratories also will run tests on any of your 
beverages to make sure that they are stable 
and free from mold, yeast or bacteria that 
can cause spoilage. Full reports are sent 
to you. 

So, why not keep your beverage quality 
the very best, by letting us help you with 
our free services. 


HURTY-PECK & COMPANY 


Makers of Quality ‘‘Superb’’ Flavors 
indianapolis 7, Ind. 


Santa Ana, Calif. 


Vernor Company to Celebrate 
88th Anniversary 





The James Vernor Company, makers of Vernor’s 
Ginger Ale, Detroit, Mich., will celebrate its eighty- 
eighth birthday in June with the opening of the 
country’s largest and most modern bottling and 
manufacturing plant on Detroit’s upper Woodward 
Avenue. 


James Vernor, Chairman of the Board, has also 
announced the appointment of the Roy C. Hayes 


“Agency, Detroit, Michigan, as advertising counsel. 


Calso Mineral Water Shows 
Increased Sales 


One of the most interesting success stories in 
the soft drink industry in the West Coast field is 
that of Calso, a mineral water made and bottled 
in San Fransisco, Calif., and which is now making 
its way into outside markets. 

This beverage, an alkalizer, was originated and 
first bottled in Vallejo and about 30 years ago the 
plant was moved to 524 Gough St., San Francisco. 
There is was managed for years by Louis R. Levy, 
long secretary of the San Francisco Soda Water 
Manufacturers’ Board of Trade and the California 
Beer Bottlers’ State Board of Trade, and succeeding 
organizations. 

The Calso Water Company plugged along with its 
product until 1946, when a group of young men 
took over the ownership and finally moved into 
a new plant at 333 Twelfth St., adopting new plans 
of distribution and promotion. Wide use was made 
of radio and television and so much public interest 
was aroused that the Calso Club was formed and 
this has grown into a membership of about 15,000, 
a “just-for-fun anti-acid organization dedicated to 
the uplift of all good men suffering from hang- 
overs, upset stomachs or colds.” 

The company, headed by 31-year-old Gordon 
Knapp as president, with a board of directors of 
seven, all alumni of Leland Stanford Jr. University, 
is steadily increasing its sales and last year more 
than 3,000 bottles were sold in San Franccisco 
alone. A distributorship has been set up in Holly- 
wood and one is being arranged for Paris, France. 


Association Officials Attend 
N. Y.-N. J. Service Club Meeting 


At the February meeting of the Bottlers Service 
Club of N. Y. and N. J., representatives of the N. Y. 
state bottlers association, the N. J. association and 
also the Metropolitan (N. Y.) Soft Drink Board of 
Trade were invited guests of the supplymen. 

During the course of the evening, a number of 
matters relating to the conduct of State conventions 
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HEAD N. Y.-N. J. SERVICE CLUB 


From left to right: Warren Hartman, V.P.; Jerry Begley, 
Treas.; Geo R. Shear. Sec’y.; J. Clancy, Pres.; Jim Pink- 
erton, V.P.; Barney Kirschstein, V.P. 





Representing bottler organizations at the February 
Service Club meeting: Nat Stern, Marcy Greenberg, 
Metropolitan Soft Drink Board of Trade: Dave Rascoff, 
Pres.; James R. Van Schoonhoven, Sec’y., and L. E. 
Kitch, V.P., N. Y State Bottlers of Carbonated Bever- 
ages; and Jack Kessler, Treas., N. J. Bottlers of Car- 
bonated Beverages. 


and methods of getting better attendance were dis- 
cussed. 


Recent elections at the Club resulted in the fol- 
lowing slate of officers: President, Jay Clancy 
(Blue Seal Extract Co.); Vice Presidents, Warren 
Hartman (Bond Crown Co.), Barney Kirschstein 
(Glenshaw Glass Co.), Jim Pinkerton, (Bottlers 
Service Corp.) ; Secretary, Geo. R. Shear (National 
Bottlers’ Gazette); Treasurer, Jerry Begley (Mun- 
det Cork Co.). 


Start Annual Survey 


A.B.C.B. has begun its annual survey of 1953 
soft drink costs and sales, issuing questionnaire 
forms to its members and anticipating returns of 
between 600 and 800. Results will be shown in total 
case sales, by areas, plus gain or loss over 1952; 
costs, by size groups, factory overhead and labor, 
advertising expense, delivery expense, bottle and 
case expense and administrative expense. Prices 
and deposits will also be coordinated in the survey. 
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WITH 
NEW! Roomiest Cab! Wide, 3-man cab 


with easy-chair seat. 951 sq. in. windshield 
and best all-around visibility of any make. 


NEW! Sharpest Turning! 39° turning angle, 


short wheelbase design for top manevuver- 
ability. Easiest handling trucks there are! 


NEW! V-8’s and Sixes! Most powerful 


V-8’s in popular field—133 to 172 h.p. Plus ae 
famous Dodge Sixes. 7 engines in all. 


NEW! Low-Built Lines! Built low for better er 


road stability, easier loading, ground-hugging 
good looks. Lower step for easier cab entry. 


ALL ADD UP TO 


—_——_— <— —_., 


A Lotiendieal 
for the man 
at the wheel’ 


See “Break The Bank” with Bert Parks on TV (ABC, Sundays). 

Hear “The Roy Rogers Show” on radio (NBC, Thursdays). 

See ‘Make Room For Daddy” with Danny Thomas on TV (ABC, Tuesdays). 
Enter the Dodge 40th Anniversary All America Contest. See your dealer. 









































You don’t have to look far for 


You can get delivery of perfect Bond crowns 
from nine convenient shipping points across the 
U. S. You can get information or counselling 
Jrom our completely staffed sales offices in 
seven cities. Wherever you operate, our engi- 


N 


MILWAUKEE 


= Bond tailor-made crown service 


neers, scientists and technicians are at your 
beck and call. Because Bond is close to you, we 
can and will tailor all of our services to your 
particular order. Next time you think of 
crowns, please think of Bond. 


CONTINENTAL © CAN COMPANY 


a OD 





== 


CROWN axd CORK DIVISION 


WILMINGTON, DELAWARE 





Sales Offices: 100 EAST 42nd STREET, NEW YORK 17, NEW YORK © 16th AND LOCUST STREETS, WILMINGTON 99, DELAWARE 
ROOM 712, DIXIE TERMINAL BUILDING, CINCINNATI 12, OHIO © 110 EAST WISCONSIN AVENUE, MILWAUKEE 2, WISCONSIN 
3505 SOUTH CARROLLTON AVENUE, NEW ORLEANS 18, LOUISIANA ¢ RUSS BUILDING, SAN FRANCISCO 4, CALIFORNIA 





Ballantine Breaks National 
Low-Calorie Campaign 


P. Ballantine & Sons adopted a low-calorie 
theme in its latest advertising campaign for Ballen- 
tine beer which started last month in 164 newspapers 
throughout the United States. 


The all-out campaign wili be backed up simul- 
taneously with a spot radio schedule and television, 
outdoor posters and point-of-sale displays. 


The full page ad features a new theme: “With 
Fewer Calories Than Any Other Leading Beer... 
Balantine Watches Your Belt-line.” 


Copy explains that virtually all beers are lower in 
caloric content than they used to be and are starch- 
free but that extensive tests prove that Ballantine 
has fewest calories. It adds that no beer has more 
than a negligible trace of sugar. 

The Ballantine brewers emphasize that there is no 
change in their product, which is backed up with 
more than 100 years of brewing experience, but that 
the laboratory-proved low-calorie story is new. 


Squirt Bottier Honors Four Employees 


Four long-time employees of the Philadelphia 
Squirt bottlers, Nathan and Morris Levine, were 
recently honored for their achievement of 25 years 
of service to the company. The four were: drivers 
John Malinsky and John Star, factory employee 
Alonzo Grimes, and sales manager John D’Angelo. 





The twenty-five year men and officials of the Philadelphia 
Squirt Bottling Co. shown as the company received a 
plaque from the employees. The plaque expressed the 
employees’ appreciation of the management. 





Morris Levine, secretary of the firm, who pre- 
sented D’Angelo with a magnificent star sapphire 
ring, called D’Angelo’s accomplishments “a real 
Horatic Alger tale.” Mr. Levine pointed out that 
the Squirt bottling firm is a family affair and 
termed Mr. D’Angelo’s rise as a more than ordinary 
accomplishment. 


The testimonial dinner was also the occasion for 
the presentation of a plaque from the employees to 
the company, expressing their appreciation of the 
company’s management policies. 
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Outlined areas—solidly higher prices. 


BEVERAGE PRICES 


WHAT THEY ARE—AND WHERE 
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Shaded areas—prices moving upward. 


Red areas 


—solidly pre-war prices. 





C0685 
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With the map above, which pictures the nation-wide price situation in three broad classifica- 
tions, and the tables which follow, (next page) which give specific price ranges by selected cities 
in 48 States, N.B.G.’s monthly department continues its task of keeping the industry fully in- 
formed on the trend of wholesale beverage prices. 


The map shows a sharply defined line of demarcation between States generally at higher prices 
and those at the “traditional” levels. Those shaded are in a transitional stage, with most bottlers 
having broken away from the old base prices, but still far from the levels of bottlers in States shown 
in simple outline. While prices have not changed significantly anywhere in the country there is a 
definite trend upward with continuing pressure for a more profitable operation. 


In order to make this department as accurate and timely as possible, we cordially invite our 
readers to submit at any time price information with regard to their own activities, or of their com- 
munities. Price data may be identified as to brand, but should be restricted to the three sizes listed. 
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ALABAMA 
Cities 6-8 oz. 10-12 oz. Quarts 
_ Aliceviile 96 
Anniston _........ 96 
Birmingham «96 96 
| Se . 96 
Gadsden... CS 
I iil nesses .. 6 
I 96 
ee . 6 
Montgomery . ects 80 1 
Mobile _......... .. 80 AO 
Russellville 36 
ARIZONA | 
Cities 68oz. 10-120%. Quarts 
Phoenix .80-1.20 80-1.10 1,25~-1.90 2 
Tucson . 80- .90 80-1.10 —1.25-1.60 
Safford . 80 80° ely 
Douglas .80- .90 1.25-2.75* 
Yuma 1.10-1.20 1.20 1,25-2.10 
* $2.75 price is on no-deposit quarts. 
ARKANSAS 
Cities 6-8 oz. 10-12 oz. Quarts 
Fort Smith 80 
Jonesboro 80 80 
Little Rock 80 80 3 
Texarkana 96 96 
Fayetteville _.. — 80- .85 
Camden* .. 80- .96 .80- .96 
Eldorado* . 80- 96 80-— .96 
Fordyce* ... 80-— .96 .80- .96 
Texarkana 96 
*All except Dr. Pepper and Coca-Cola. 
CALIFORNIA 4 
Cities 6-8 oz. 10-12 oz. Quarts 
Sacramento -30-1.30 1.35 1.60—1.80 
Stockton .90-1.10 1.10-1.20 1.60-1.80 
Berkeley .90-1.20 1.20 1.25-1.60 
Oakland .90—1.20 1.20 1.25~-1.60 
San Francisco 1.00-1.35 1.20 1.25-1.60 
San Jose 1,00-1.20 1.30 1.50 
Fresno . 1,00-1.30 1.30 1.60-2.00 
Bakersfield 1.20-1.30 1.30 1.60-2.25 
Pasadena ; 1.35 1.35 1.80-2.25 
Les Angeles 1.35 1.35 1.80-2.25 5 
Long Beach 1.35 1.35 1.80-2.25 
San Diego 1.20-1.35 1.35 1.66-2.00 
COLORADO 
Cities 6-8 oz. 10-12 oz. Quarts 
Denver .. 80— .96 80-1.00 1.15—1.40 
Colorado Springs . 1.20 1.30 1.15-1.40 
Pueblo __ 1.20 1.30 1.15-1.40 
Greely . 1.00 1.00 1.15-1.40 6 
Sterling 1.40 1.40 1.20-1.60 
Trinidad 96 96 1.20-1.40 
Alamosa 1.25 1.25 1.60 
Salida : 1.25 1.25 1.60-1.80 
24 





Sun Drop is truly the greatest drink 
discovery in over thirty. years. 


Sun Drop is not a so-called flavor drink. 


Sun Drop is in a different classification 
all its own and does not imitate or 
simulate any other drink anywhere. 


No other drink has ever created so 
much public demand in such a short 
time in the United States like Sun Drop. 


Over ninety-five per cent of every- 
body that tastes Sun Drop likes it 
and would buy it if they could get it. 


In less than one year, Sun Drop is 
being sold in cities from coast to 
coast. 


No other drink company can boast 
such coast to coast coverage like 
Sun Dropin less than one year. 


7 





You must have leaders to make a 
success. 


Sun Drop proves itself to be a leader 
everywhere it is sold. 


To be successful in the bottling busi- 
ness you must have drinks like Sun 
Drop that can give full distribution at 
all times anywhere at least once a 
week and must repeat regularly. 


We guarantee Sun Drop to get full 
distribution anywhere in the United 
States, not only rural districts but in 
the most congested parts of all cities. 


North Carolina is the largest drink 
state per capita in the United States. 


Sun Drop bottlers cover over eighty- 
five per cent of North Carolina. 


If you think selling soft drinks in cans 
or selling as diet drinks is going to 
revolutionize the drink business you 
have not seen anything until you see 
the full Sun Drop sales plan. 


Sun Drop sales plan is the biggest 
drink change in over fifty years. 
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Ask the Men WHO BOTTLE SUN 


wire or phone 


Pepsi-Cola Bottling Company 
Third Street 
Luverne, Alabama 


Coca-Cola Bottling Company 
2314 Thompson Blvd. 
Ventura, California 


Pepsi-Cola Bottling Company 
315 Spruce Street 
Grand Junction, Colorado 


Mil-Kay Bottling Company 
544 N. Angier Street 
Atlanta, Georgia 


Orange Crush Bottling Company 
Washington Street 
Hartford, Kentucky 


Sno-Cap Beverage Company 
17-21 Maine Avenue 
Easthampton, Massachusetts 


Pepsi-Cola Bottling Company 
316 S. Broadway Avenue 
Tupelo, Mississippi 


Smith Beverages 
Jewell & Hiway 40 
Columbia, Missouri 


LeRoy Bottling Works 
31-37 Mill Street 
LeRoy, New York 


Wulf Bottling Works 
285 Main Street 
N. Tonawanda, New York 


Concord Bottling Works 
Concord, North Carolina 


any of these proud Sun-Drop Franchise owners: 


Double Cola Bottling Company 
809-11 E. Franklin Avenue 
Gastonia, North Carolina 


Granite Bottling Works 
47 Duke Street 
Granite Falls, North Carolina 


Piedmont Bottling Company 
631 South Elm Street 
Greensboro, North Carolina 


Raleigh Beverage Company 
314 W. Johnson Street 
Raleigh, North Carolina 


Big Bill Bottling Company 
108 East Harrison Street 
Reidsville, North Carolina 


Mohr Brothers Bottling Company 
Palmer & LaGrange Street 
Toledo, Ohio 


Gregg’s Beverages 
Hibbs Street 
Brownsville, Pennsylvania 


Roma Bottling Works 
#5 Vine Street 
Pittsburgh, Pennsylvania 


Pepsi-Cola Bottling Company 
1215-17 Moosic Street 
Scranton, Pennsylvania 


Aiken Beverage Company 
710-718 Williamsburg Street 
Aiken, South Carolina 


Fulmer Bottling Company 
2406 Main Street 
Columbia, South Carolina 


entire drink business 
10 statements ..... 


Sun Crest Bottling Company 
223 W. Lucas Street 
Florence, South Carolina 


Double Cola Bottling Company 
302 W. Washington Street 
Greenville, South Carolina 


Tri City Beverage Corp. 
727 W. Walnut Street 
Johnson City, Tennessee 
Binder Dairy 

Route No. 3 

Oshkosh, Wisconsin 
Grapette Bottling Company 
Augusta, Georgia 

Red Rock Beverage Company 
128 E. Taylor Street 

Griffin, Georgia 


Dr. Pepper Bottling Company 
Ottumwa, lowa 


Grapette Bottling Company 
Perry, lowa 


Jordan Bottling Company 
Laurinburg, North Carolina 
Double Cola Bottling Company 
901 South Church Street 

Rocky Mount, North Carolina 
Nesbitt Bottling Company 

710 So. First Street 

Pulaski, Tennessee 
Washington Beverage Company 
609 Charlotte Street 
Washington, North Carolina 


Grapette Bottling Company 
Danville, Virginia 


# 
Yess We have a Cooperative Bottle Plan. 


Just write, wire or phone us collect today... . 


The SUN DROP CORPORATION OF AMERICA, 1947 Gravois Ave., St. Louis, Missouri 


March, 1954 


Don't take our word that Sun Drop is everything we say. Just write, 





























CONNECTICUT 
Cities 6-8 oz. 10-12 oz. Quarts 
Waterbury 80-1.12 1.00-1.20 1.25-1.85 
Hartford . _ 80-1.12 1.00-1.20 1,25-1.85 
New London .80-1.20 1.00-2.10 1.00-1.85 
New Haven 80-1.12 1.00-1.85 1.10-1.85 
Bridgeport .7§-1.12 1.00-1.20 1.00-1.85 
Norwalk .80-1.00 1.00-1.20 1.00-1.85 
DELAWARE 
Cities 6-8 oz. 10-12 oz. Quarts 
Wilmington 80- .96 80- .96 1.00-1.60 


DISTRICT OF COLUMBIA 


Cities 





Washington 


Cities 





Pensacola 
Tallahassee 
Jacksonville* 
Orlando* 
Lakeland 
Tampa* 

St. Petersburg* 
W. Palm Beach* 
Miami* 

Key West* 


* All except Coca-Cola. which is .80. 


Cities 





Atlanta 
Augusta 
Macon 
Columbus 
Savannah 
LaGrange 
West Point 
Valdosta 
Albany 


Cities 





Boise 

Twin Falls 
Pocatello 
Lewiston 
Payette 


Cities 





Cairo 
Joilet 
Chicago 
Decatur 
Peoria 
Rockford 





























6-8 oz. 10-12 oz. Quarts 
-70-1.20 .80-1.20 -80-1.65 
FLORIDA 

6-8 oz. 10-12 oz. Quarts 
.80 

80 

.80- .96 

80- .96 

.80- .96 

-80- .96 

.80- .96 

80- .96 

.80- .96 

.80- .96 
GEORGIA 

6-8 oz. 10-12 oz. Quarts 
.80- .96 .80- .96 1.60-—2.00 
-80-1.00 .80-1.00 1.60-2.00 
80 80 80 

.80 80 80 

80— .96 .80- .96 1.60 

.80- .96 80- .96 1.60-2.00 
.80- .96 .80- .96 1.60-2.00 
.60- .90 .80- .90 1.60 

.80- .85 80- .85 

IDAHO 

6-8 oz. 10-12 oz. Quarts 
90 .90-1.00 1.60-1.80 
1.35 1.35-1.50 1.60-1.80 
1.35 1.35-1.50 1.50-1.80 
1.60 1.60 1.50-1.80 
.80-1.00 .80-1.00 1.60-1.80 
ILLINOIS 

6-8 oz. 10-12 oz. Quarts 
-80- .96 80- .96 

1.20 1.20 1.60 

-75-1.20 -80-1.20 -80-1.90 
1.00-1.40 1.00-1.40 1.20-1.60 
-79-1.40 1.40 1.85 
.80-1.20 -80-1.20 1.06-1.60 
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wh formula, constant uniformity . . 
\ América’ $s most successful bottlers are well aware of this. That is why 
» leaders rely on LIQUID Bottling Machinery . . . world famous for the 
( ultimate in quality control and ensihiie standardization. 


. both areVital to beverage popularity. 


~ 
Keep your beverage always at its delicious peak. Ask your nearby LIQUID representative 
for the facts on LIQUID Bottling Machinery . . . do it today. 


THE LIQUID CARBONIC CORPORATION 


3100 South Kedzie Avenue ¢ Chicago 23, Illinois 








BEVERAGE PRICES 
BY STATES 








Cities 





Evansville 
Jasper .. 
Indianapolis 
Terre Haute 
Gary 
Washington 


Cities 





Sioux City 
Dubuque 
Cedar Rapids 
Des Moines 
Davenport 
Council Bluffs 
Burlington 
Waterloo 


Cities 





Topeka 
Wichita 
Oberlin 


Cities 





Covington 
Louisville 
Frankfort 
Lexington 
Paducah 
Bowling Green 
Middlesboro 


Cities 





Amite 
Alexandria 
Hammond 
Jennings 
New Orleans 
Shreveport 
Bogalusa 
Thibodaux 
Lockport 
Grand Isle 
Lafayette 
Monroe 
Minden 
New Iberia 


Cities 





Auburn 
Bangor 
Lewiston 
Portland 


























INDIANA 
6-8 oz. 10-12 oz. Quarts 
. 8C- .96 .96 1.25-1.60 
. 96 96 
.80 96 
.80- .96 80- .96 1.20-1.60 
.96-1.10 -96-1.10 1.20-1.40 
.96 96 
IOWA 
6-8 oz. 10-12 oz. Quarts 
.80- .96 .80- .96 1.30-1.85 
.80-1.20 -80-1.20 1.50--1.85 
80-— .96 .80-1.20 1.40-1.85 
.96-1.20 -96-2.40 1.45-1.85 
.80-1.20 1.20-2.40 1.30-1.85 
.80- .96 .80— .96 1.10-1.85 
.80 .80- .96 1.10-1.40 
.96-1.20 1.20 1.60-1.85 
KANSAS 
6-8 oz. 10-12 oz. Quarts 
96 -96-1.00 
80 80 1.25-1.60 
_ 1,20-1.40 
KENTUCKY 
6-8 oz. 10-12 oz. Quarts 
96 
.80-1.12 96 
-70- .80 96 
.80 .96 
.80 .96 
80 
i.00 1.00 
LOUISIANA 
6-8 oz. 10-12 oz. Quarts 
.83-1.00 .83-1.00 
83-1.00 .83-1.00 
.83-1.00 .83-1.00 
.83-1.00 .83-1.00 
-78— 81). .811/2-.82 
-96-1.00 .96-1.01 
1.00 1.00 
96 96 
96 96 
96 96 
1.00 1.00 
85 85 
1.00 85 
1.00 1.00 
MAINE 
6-8 oz. 10-12 oz. Quarts 
.80- .30 80- .96 1.90-2.65 
.90-1.10 1.10-1.20 1.20-1.80 
.80- .90 .80- .95 1.90-2.65 
.72-— .96 .80- .96 1.00-1.60 
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1.85 
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Cities 





Baltimore 
Hagerstown 
Annapolis 
Salisbury 
Cumberland 
Silver Springs 


Cities 





Boston ....... 
Fall River 
New Bedford 
Taunton . 
Springtield 
Worcester 


Cities 





Marquette 
Bay City 
Grand Rapids 
Saginaw 

Flint 

Lansing 
Jackson 
Detroit 
Kalamazoo 


Cities 





Minneapolis 
Duluth 

St. Paul 
Rochester 
Winona 

Red Wing 
Detroit Lakes 
Austin 
Moorhead 
Owatonna 


Cities 





Greenville 
Vicksburg 
Meridian 
Jackson 
Laurel 
Columbus 
Grenada 


Cities 





St. Joseph 
Hannibal 
Kansas City 
St. Louis 
Jefferson City 
Springfield 
Joplin 

Poplar Bluffs 


March, 1954 


MARYLAND 




















6-8 oz. 10-12 oz. Quarts 
.80- .96 .80- .96 1.00-1.60 
. 80- .96 80 1.20 
. 80 .80- .96 1.20 
. 80- .96 .80- .96 1.20 
. 80- .96 .80- .96 
. 80- .96 .80- .96 1.20-1.40 
MASSACHUSETTS 
6-8 oz. 10-12 oz. Quarts 
-70- .96 .80-1.20 1.00-1.60 
-70— .96 .80-1.20 1.00-1.60 
.70- .96 .80-1.20 1.00-1.60 
-70— .96 .80-1.20 1.00-1.60 
-72-1.12 .80-2 08 1.25-1.60 
.65- .96 .65-1.20 .80-1.80 
MICHIGAN 
6-8 oz. 10-12 oz. Quarts 
1.25 1.50 1.50-1.80 
.90-1.12 1.10-1.25 1.44-1.60 
-90-1.00 1.25 1.35-1.90 
.90-1.00 1.10-1.25° 1.44-1.60 
.90-1.00 1.10-1.25 1.44~-1 60 
.90-1.00 -96-1.25 1.25-1.60 
.96-1.00 1.10-1.25 1.20-1.85 
.96-1.12 1.10-1.25 1,45-1.60 
.90-1.00 .98-1.25 1.35-1.85 
MINNESOTA 
6-8 oz. 10-12 oz. Quarts 
96-1.20 96-120 1.20-2.20 
96-1.20 1.00-2.05 1.35-2.00 
.96-1.20 
1.20 1.35 
1.20 1.35 
1.20 1.20 
1.20 1.40 
-96-1.20 1.35 1.65 
1.20 1.40 
1.20 
MISSISSIPPI 
6-8 oz. 10-12 oz. Quarts 
.80 80 80 
80 80 80 
80 80 80 
80 80 .80 
80 .80 80 
96 96 96 
1.00 1.00 1.00 
MISSOURI 
6-8 oz. 10-12 oz. Quarts 
.80- .96 .80-1.00 
.80- .96 -96-1.10 
.80-1.20 .96-1.10 .90-2.00 
96 96 
.85-1.00 .90-1.10 
.80 .80- .96 
.80- .96 .80- .96 




















How Many of the 





Big 6 
Franchises 
do YOU own? 


It’s Smart To Own One Or More — 
And You’re Missing A Good Bet If 
You Don’t Own A DAD'S Franchise 








IF YOU'RE A DAD'S BOTTLER, count your blessings: 
You’re in great company .. . have recognition . . . 
command a firm market price and enjoy con- 
tinued growth due to established consumer ac- 
ceptance .. . supported by a parent organization 
that cares about you... backed by advertising 
that sells, merchandising that moves, constant 
sales programming that counts—in 
dollars and cents. 


IF YOU'RE NOT A DAD'S BOTTLER, you’re 
missing one of the proudest, most secure 
and profitable opportunities for com- 
pany improvement you’ve ever known. 
Better look into a Dad’s franchise 
right now. 


DAD’S ROOT BEER COMPANY 
2800 N.Talman Avenue Chicago 18, Illinois 
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MORRIS PAPER MILLS + 135 S. La Salle St. - Chicago 3, Ill. 





MONTANA 

























































Cities 6-8 oz. 10-12 oz. Quarts 
Great Falls 1.20 : 
Helena . 1.20 1.75 ; 
Missoula 1.20 1.40 1.65 
Anaconda 1.20 1.20 1.70 
Butte 1.20 1.20 
Billings .80-1.20 .80-1.20 2.40 
Havre .. 1.20 1.95 
Kalispell 1.50 1.50 2.00 
NEBRASKA 
Cities 6-8 oz. 10-12 oz. Quarts 
North Platte 1.20 1.20 
Grand Island 1.20 1.20 
Omaha *.. 80 96 
Lincoln 1.20 1.20 
Scottsbluff 1.30 1.30 
Norfolk . 1.20 1.40 
Columbus 1.20 1.40 
Fremont .80 80 
NEVADA 
Cities 6-8 oz. 10-12 oz. Quarts 
Reno . 1.20 1.20-1.35 1.80 
Carson City 1.30 1.30-1.35 1.80 
Las Vegas 1.35 1.35 1.80 | 
NEW HAMPSHIRE | os : 
Cities 6-8 oz. 10-12 oz. Quarts ) 
Keene 1.20 
Claremont 1.40 1.20-1.40 | Oo 
Rochester .80- .96 .96 1.20-1.60 
Manchester .65-— .96 .96-1.20 .80-1.60 
NEW JERSEY 
Cities 6-8 oz. 10-12 oz. Quarts 
Perth Amboy 96 1.20 1.60 
Paterson -70— .90 .90-1.00 1.00-1.25 
Passaic .70- .90 .90-1.00 1.00-1.25 
Newark .75— .96 1.10-1.20 1.00-1.44 
Jersey City .60- .95 1.00-1.15 1.00-1.35 
Trenton .95-1.05 1.00-1.20 1.35-1.50 
Camden -75-1.20 on_}.20 1.00-1.60 
NEW MEXICO | 
Cities 6-8 oz. 10-12 oz. Quarts 
Santa Fe .80- .90 80- .96 1.45-1.60 
Albuquerque 80 .80- .96 1.45-1.60 
Roswell -80-1.00 .80-1.20 1.60 
Hobbs .80-1.20 .80-1.00 1.60 
Carlsbad .80-1.00 -90-1.20 1.60 
NEW YORK 
Cities 6-8 oz. 10-12 oz. Quarts 
Albany 96 -96-1.20 1.30-1.80 
Hudson .96 1.30-1.80 
Troy 96 1.30-1.80 
Schenectady 96 -96-1.20 1.30-1.80 
Syracuse 96 1.30-1.80 
Binghamton 96 1.30-1.80 
Amsterdam 96 .96-1.20 1.30-1.80 
New York City .96-1.20 .96-—1.20 1,20-1.80 
Niagara Falls -96-1.20 1.40 
Buffalo 96 1.20 1.45 
Olean .90 .96-1.20 1.40 
Jamestown -96-1.20 1.20 1.40 
(Continued on page 36) 
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Sight and taste are complementary senses, 


FOOD 


as every psychologist knows. In other words, 
“What looks good, tastes good.” 


Our business is helping manufacturers to add 
the tinge of color that emphasizes the goodness 
of wholesome foods and beverages. Our Certified 
Colors are produced from basic raw materials 
wholly within our Buffalo plant by men who 
understand and respect your insistence upon 
purity. For over 50 years National Food Colors 
have set the industry’s standard for uniformity 
of shade, pure-dye strength and composition. 


Since the finest food colors cost so little, 
why not standardize on National Food Colors? 


CERTIFIED COLOR DIVISION 


“They taste first 


with their eyes” 


R T | F | D 





NATIONAL ANILINE DIVISION attted cuemicar & pve corPoRATION * 40 RECTOR ST, NEW YORK 6, N. Y 
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Boston Charlotte Chicago Philadelphia Portland, Ore. San Francisco Toronto 
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() capital ountay® 
~ No MAINTENANCE 


EXPENSE! 


By now practically all operators of bottling 
plants know about the many advantages and 
economies of the CARDOX System of Bulk 
Liquid COz Delivery and Storage. 


They know how CARDOX COz is delivered by 
tank truck and pumped by the ton into the 
CARDOX Storage Unit at the plant... How the 
System saves labor— reduces COz consumption 
and losses—eliminates servicing interruptions 
— simplifies operations and cuts costs all along 
the line. 


But some operators don’t yet know that they can 
have all these benefits without spending a penny 
in capital outlay or maintenance. If this sounds 
too good to be true, here's how it’s done: 


CARDOX Systems are installed on a supply con- 
tract basis. You don’t have to buy a single item 
of equipment and installations are made by 
Cardox Engineers at our expense. We perform 


CARDOX CORPORATION 


CO2 Supply Depots at: Norristown, Penna. 


30 


a CARDOX 


BULK LIQUID 





and pay for all normal maintenance. All you pay 
for is the CARDOX COz you use, at the very 
reasonable rates established in your contract. 


The CARDOX System is now in use in hundreds 
of efficient, cost-conscious plants. WRITE TODAY 
FOR FULL PARTICULARS ON HOW YOU CAN USE 
IT TO IMPROVE YOUR OPERATIONS. 


*k Based upon reasonable consumption requirements 


BELL BUILDING « CHICAGO 1, ILLINOIS 


Suffolk, Va. St. Louis, Mo. Barberton, Ohio Dearborn, Mich. 
Oakland, Calif. Los Angeles, Calif. San Diego, Calif. Phoenix, Arizona Cabin Creek, W. Va. 
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Pepsi National Meeting 
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2,000 bottlers, company officials and 
supplymen attend big business meeting 
staged on New Orleans riverboat... 


WO wr0nar franchise company conventions are 
taking on the size, character and complexity of the 
industry’s national convention-expositions, com- 
plete with attendances reaching the several thou- 
sand mark, miniature shows of machinery and 
equipment, and elaborate entertainment features. 
In the first Pepsi-Cola convention for franchise 
bottlers since 1951, held in New Orleans Feb. 7th 
to 11th, the parent company played host to an esti- 
mated 1500 representatives of bottling plants, sev- 
eral hundred suppliers, and an uncounted number 
of guests, visitors and just plain curious people. 
The old city on the edge of the Gulf of Mexico, 
a mecca for tourists, strongly reflected the pres- 
ence of the industry’s second largest company in 
its newspapers, its nightspots, department stores, 
store windows, hotels and billboards. Eastern Air- 
lines flew “Specials” on which the presence of com- 
pany officials and bottlers was noted over the loud- 


SCENES AT THE BUSY CONVENTION 


Left: Pepsi bottlers inspect Atlanta 
Paper Co.'s automatic carton opener. 
Two stainless steel models were won 
by Zema Pipkin, Atmore, Ala., and 
Merle Holloway, Cedar Rapids, Iowa. 


Center: Great interest was shown in 
this Spring Tension Carton Rack, whose 
shelves automatically fold away as car- 
tons are lifted by shoppers. 


Right: President Al Steele chats with 
N. B. G.’s Editor, M. J. Becker, amid the 
hustle-bustle of the convention. 


THE “S.S. PRESIDENT,” 







A vs . 


famous New Orleans excursion boat, was the unusual 
locale for the Pepsi-Cola convention. 





speaker system; the drink was served (in paper 
cups) on request. Civic authorities took special 
note of the convention, and electric spectaculars, 
all over town, welcomed the Pepsi organi- 
zation to the city. Dixieland bands in the French 
Quarter “hyped” up the familiar Pepsi theme song 
and entertainers worked the convention into their 
routines. Even the public was made acutely aware 
of the big gathering by having one of the city’s 
famous excursion boats—The S. S. President— 
withdrawn from circulation. Its established routine 
of cruises on the river was discontinued so that it 
could be tied up at the foot of Canal Street and used 
for the business sessions, and the staging of an 
exhibit. 

Herbert L. Barnet, executive vice president of 
Pepsi-Cola, who presided over meetings, told the 
bottlers in his keynote speech that sales of Pepsi- 
Cola reached an all-time high in 1953, surpassing 


1950 sales by 54 per cent. “For 41 consecutive 
months, commencing in September, 1950, reported 
case sales of Pepsi-Cola have increased each month 
over the corresponding month of the preceding 
year,” Mr. Barnet stated. More new bottling plants 
were built by Pepsi-Cola bottlers than by the rest 
of the soft drink industry, he said. 

Richard H. Burgess, newly appointed vice presi- 
dent in charge of domestic sales, addressed the 
bottlers, covering all phases of the domestic opera- 
tions, citing specific achievements during the past 
year and pointing out areas where great progress 
is yet to be made in Pepsi-Cola sales. 

The Sales Promotion Department, headed by 
Vice-President D. Mitchell Cox, who spoke on new 
sales training methods, showed bottlers one of the 
new training films which are scheduled to be shown 
to regional groups in the near future. The films 
used cartoon techniques to depict selling methods. 
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@ You can profit by the experience of BOOR- 
MAN’S BEVERAGES LTD., and many other 
users of Ladewig Bottle Washers. Write for List 
of Users. Then make it a point to see a “Ladewig” 
in actual operation in the plant nearest you. Com- 
pare its performance with that of any other 
“make”? — and you'll surely want your next bot- 
tle washer to be a “Ladewig.” 


| 


ARCHIE LADEWIG CO., Waukesha, Wisconsin, U.S.A. 
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On Feb. 8, two decks of exhibit areas opened 
for the bottlers’ inspection. For seven months one 
of the nation’s leading designers and his entire staff 
worked to redesign the showboat for the largest and 
most modernistic exhibit area ever created for a 
Pepsi-Cola National Convention. Bcttlers saw all 
of the latest advances in the kottling industry in 
the various divisions of the exhibitions. 

The Bottle Sales Division presented a heavy 
equipment display featuring the newest designs by 
different manufacturers in the heavy equipment 
field. 

The Sales Promotion Exhibit presented a large 
display of promotional material, in addition to the 
three new sales training films which were shown 
continuously in a completely equipped theatre..Spe- 
cial attention was devoted to a display in special 
events. 

The 1954 Advertising Campaign was exhibited 
by the Advertising Department and included not 
only the general media ads scheduled for the coming 
year, but the new point-of-purchase material, and 
a continuous showing of new radio and television 
spots. 

The Equipment Department introduced the new 
Mills Upright Three-Flavor Selective Vendor, the 
new Vendorlator 27 and a newly designed Jacobs 
Mechanical Vendor, along with the regular line of 
bottle vendors and beverage coolers. Displayed also 
were the new aluminum picnic coolers, cartons, 
stands and a new spring-tension-shelf-carton dis- 
play stand. 

The Equipment Department made available its 
Research Laboratory Equipment for the bottlers to 
see actual tests and quality control procedures. De- 
partment specialists were on hand to discuss these 
new techniques and new methods in materials 
handling. 

A working scale model of a complete water system 
was also exhibited, as well as equipment for other 
areas of product control including water, sugar, 
syrup and finished product. Company chemists and 
field engineers were on hand for consultation with 
the bottlers. 

The National Accounts and Fountain Sales De- 
partment featured a full-scale soda fountain with 
all new equipment and point-of-sale material. Cup 
vending, industrial sales, government sales, con- 
cessions, grocery chains, drug and variety, fairs 
and circuses, and theatre sales were covered by dis- 
plays and discussions. 

During the course of the four-day sessions, the 
bottlers were addressed in the auditorium by the 
heads of each of the departments, who covered 
past progress and future aims of the company in 
their particular area. 

The convention closed with an 2ddress by com- 
pany President Al Steele, who told the bottlers and 
company officers that Pepsi-Cola has the brightest 
future in the fast-growing soft drink industry. 
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Mr. Steele, who became president of Pepsi-Cola 
in 1950, told the bottlers, “We brought to Pepsi- 
Cola Company a new point of view. A new idea that 
the bottler is not our market but our partner. The 
progress of Pepsi-Cola today is attributed to three 
things: the quality and aggressiveness of Pepsi- 
Cola bottlers, the quality of leadership of the Parent 
Company and the spirit of friendly cooperation 
that exists between the two.” 


Under Mr. Steele’s new management team, profits 


have more than tripled since 1950 and more than > 


500 franchised bottling plants are operating in the 
United States in addition to operations in 54 foreign 
countries. 


Eight regions have been organized, each headed 
by a regional manager who furnishes bottlers with 
expert merchandising guidance. Moreover, this 
program includes laboratories, instituted to insure 
the consistent high quality of the beverage no mat- 
ter in what region Pepsi is bottled. 


Mr. Steele concluded by saying that building for 
leadership has paid off in the past three years and 


HEADLINERS AT PEPSI CONVENTION ... 


PRESIDENT AL STEELE 


Reported to the conven- 
tion on the company’s 
progress and plans. “The 
bottler is not our market, 
but our partner.” 





EXECUTIVE V.P. 
HERB BARNET 


Presided over the meet- 
ings, reported sales 54% 
over 1950 in his keynote 
address. 





V.P. MITCHELL COX 


Doubled up as conven- 
tion director and also ex- 


sales promotion plans. 
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INTERNATIONAL R-160 
Series. GVW ratings, 14,- 
000 to 17,000 ibs. Wheel- 
bases, 130, 142, 154, 172 
inches. Available with gas- 
oline or LPG fuel system. 





in any case 


When INTERNATIONAL Trucks go into operation on bev- 
| erage delivery routes, delivery costs go down... way 
down. 





AMERICA’S MOST COMPLETE 
TRUCK LINE 


One reason is because INTERNATIONALS are easy to ma- 
neuver in traffic and on the routes—easy to park at 
loading dock and delivery destinations— easy to ride in 
and drive. They save drivers’ time and energy, increase 
their productivity by helping them make more deliv- 
eries per day. 
| 


170 basic models from %-ton pickups to 
90,000 lbs. GVW off-highway models .. . in- 
cluding six-wheel, four-wheel drive, cab- 
forward and multi-stop delivery types... 29 
engines from 100 to 356 hp., with widest 
choice of gasoline, LPG or diesel power 

wheelbases, transmissions and axle ratios 
thousands of variations for 


Another reason—and a big one—is because INTERNA- 
TIONAL bottle delivery chassis have the same Tough 
Job engineering that has made INTERNATIONAL the 
heavy-duty sales leader for 22 straight years. They are 
built to stay out of the shop and on the job... designed 
to give you long truck life at minimum operating and 
maintenance costs. for any need... ’ 

No matter what you haul — soft drinks, hard drinks, wa- cunt Jom speciqnantion, 

ter, or wine—INTERNATIONAL Trucks will cut your de- 

livery expense. Ask your INTERNATIONAL Dealer or 

Branch for full facts. Time payments arranged. aagensesses 





INTERNATIONAL HARVESTER COMPANY ¢ CHICAGO 


international Harvester Builds MCCORMICK® Farm Equipment and FARMALL® Tractors... Motor Trucks... Industrial Power... Refrigerators and Freezers 


Better roads mean a better America 


+4 THT laid C 


"Standard of the Highway ™ 
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(| SPECIAL 
, EVENTS 
TRAILERS 






STANDARD 


LOAD and ICE 
AT PLANT DOCK. ‘es: inst as you'd load a truck... hitch it behind a small car 


or beverage truck . .. deliver it to the "special events" site 
...and reap extra sales. It's as simple as that. Body size is 8 foot by 12 foot. Completely 
equipped! Bottle bins hold 100 cases. Has 1|10-volt fluorescent electric lighting, heavy 
duty running gear with Warner electric brakes, and 7:50 x 15 tires. Bottle-gas sandwich 
grill is added merchandising feature for sponsors who may a'so serve hot sandwiches. 
Canopies open all four sides, permitting serving of many people rapidly and efficiently. 


STANDARD model is $2,050; "SPECIAL DE LUXE" is $2,550, both F.O.B. Chicago. 















Difference in 
models is mainly 
in body structure. 
“Standard” has 
squared corners 
on body with nar- 
row radius curves 
onroof."'Special" 
has full radius 
curves on both 
body and roof. 
Strength of either 
body is the same. 








 saeammememnmmnee® 


= TheLigntrefreshment { 







THE SPECIAL DE LUXE 


CALUMET COACH CO. cicxco™ zen, uuinois 
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he expects the next three to prove even more suc- 
cessful. 


Mr. Steele’s address closed the four-day session 
which was attended by bottlers from the United 
States, Canada, Mexico, Venezuela, Great Britain, 
Cuba, the Philippines, and Egypt. 


Pepsi bottlers in large numbers received awards 
for reaching a million cases a year sales, and a 
much larger group received recognition and 
plaques for per capita records of 25 bottles up- 
ward to the top 164. A couple of trucks were given 
away as door prizes, as were two Bottlemaster 
carton set-up machines made by Atlanta Paper 
Co. Bottlers Zema Pipkin, Atmore, Ala., and Merle 
Holloway, Cedar Rapids, Iowa, hit the jackpot for 
the Bottlemaster machines. 


There were about fifty exhibitors in the exposi- 
tion, all products and services being coordinated 
into a single master design which was months in 
planning. A partial list of the allied industry ex- 
hibitors include: 


Herman Body Company, Mills Industries, Vendor- 
lator Corporation, Bond Crown Company, Godchaux 


’ Sugars, Western Filter Company, Infileo Company, 


Merck and Company, Niagara Bottle Washer Com- 
pany, Kol-Flo Kooler Co., Mundet Cork Company, 
Atlanta Paper Company, American Coating Mills, 
Thatcher Glass Company, J. B. E. Olsen Company, 
Owens-Illinois Glass, Gideon Anderson, Clark Fork 
Lift Company, Evans Heater Company, Pure Car- 
bonic Company, Radio Corporation of America, Na- 
tional Rejector Company, Ideal Dispenser. Arm- 
strong Cork Company, Kelvinator Company, Liquid 
Carbonic Company, Knox Glass Company and several 
motor companies, including Ford, General Motors 
and International Truck. 





PLENTY TO SEE... 


Cooling equipment on display is explained to Gerald 
Fitzgerald (left) and Nick Raises (right) by Fred Kars- 
tens, Kol-Flo Cooler Companp’s sales manager. 
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Canada Dry Votes Stock Option Plan 


A stock option plan permitting officers and man- 
agerial employees of Canada Dry Ginger Ale, Inc., 
to purchase a total of 80,000 shares of the com- 
pany’s common stock over a 5 year period was 
approved by vote of stockholders at the corporation’s 
annual meeting. The purchase price is fixed at 
$11.625 a share, representing the closing market 
price on February 9, 1953, the date of the plan’s 
adoption by the board of directors. Canada Dry stock 
is currently quoted at about $12.50. 

The purpose of the plan, president R. W. Moore 
said, is “to make it possible for those responsible 
for the efficient and successful management of our 
business to have a personal financial interest in the 
corporation through stock ownership.” - 

In his report to stockholders, Mr. Moore said that 
“the discontinuance of the excess profits tax, which 
exacted unusual hardship upon us as a growth com- 
pany, should increase the company’s earnings by 
approximately 40 cents per share.” 

He also predicted that 1954 “should be the best 
year in the company’s history.” Sales are expected 
to reach a record high, he said, and will be aug- 
mented further by increased sales of syrups and 
extracts to the company’s growing number of 
licensed bottlers. 

The president revealed that Canada Dry had ex- 
perimented with canned beverages twelve years ago, 
but had “‘determined the cans were not practicable 
then.” The company will introduce canned beverages 
in the Philadelphia area probably this month, he 
said, on a test basis, “to determine whether the 
advantages of cans will outweigh their added cost.” 

“Certainly there can be no such thing as a good 
five-cent drink when the container, whether canned 
or bottled, is thrown away after a single use,” he 
declared. One purpose of the Philadelphia test will 
be “to establish a price schedule acceptable to con- 
sumers, which will also return a profit.” 


Kirsch Expands Promotion Program 
At Point of Sales 


As part of its expanded advertising and publicity 
exploitation campaign, Kirsch Beverages, Inc., of 
Brooklyn, will soon distribute 150,000 lithographic 
window display placards to boom the sale of its 
sugar-free soft drink, No-Cal. 

The lithography consists of eight-color die-cut 
posters which feature Kirsch’s “No-Cal Girl’, 
Midge Ware. Miss Ware is shown attired in a bril- 
liant lounging outfit alongside a giant bottle of No- 
Cal. 

The window display material soon to be dis- 
tributed throughout the New York-Long Island-New 
Jersey and Connecticut areas includes 36-inch die- 
cut figures and square panel posters. Also available 
for display purposes are bottle-toppers which can 
be placed atop a bottle of No-Cal. 
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The race for spring and summer sales is ready to begin. 

Are you really set to make the most of it? Take Ginger Ale —a 
strong seller year after year. In fact take Virginia Dare Ginger 
Ales . . . the flavor that's made strong selling Ginger Ales 

for so many years. There's a wide choice of Virginia Dare 
Ginger Ales to suit individual trades. Top sellers are Virginia 
Dare #100, the Vintage Ginger Ale sparked by real Jamaica 
Ginger; Ginger Ale #88 .. . the flavor with a bit of a bite; 
Virginia Dare #50... a well rounded flavor favorite. And 

for the market that takes its Ginger Ale "HOT" we suggest 
Virginia Dare H.B. Ginger Ale. 

Get a good start on the season's sales! Get set with Virginia Dare 
Ginger Ales! 


Representatives in Principal Cities 





EXTRACT CO.. Inc. 
Bush Terminol BuildingNo.10 
Brooklyn 32, New York 
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Bireley’s syrup is mixed and injected 
into the bottle just as with carbonated 
drinks. Then, the regular filler fills the 
bottle with hot water at pasteurizing 
temperature instead of carbonated water. 


“BIRELEY’S KEEPS 
MY ROUTES PROFITABLE 
YEAR AROUND!” 


GEORGE ANTOUS, DANBURY, CONNECTICUT 


“When I added Bireley’s several things happened,” 
says bottler George Antous of Danbury, Connecticut. 


“First, I got more out of every account I had. Second, 
by talking up the non-carbonated and pasteurized 
angles, I got more outlets. Third—and most 
important —the prestige of Bireley’s got me that 
take-home business that I couldn’t get with my own 
flavors. This really helped me in the cooler months.” 


Get in on the Bireley’s Boom! You need only a way 
to supply your present line with hot water. 

And Bireley’s revolutionary new Citro-Flash process 
can give you a share of the soft drink market to up 
your volume as much as 80% — without materially 
adding to your equipment investment or competing 
with any carbonated line you now handle. 


Write, wire or call collect! Bireley’s field representative 
will be over pronto with the facts on the hottest franchise 
in the beverage business. No reason for you to miss out on 


the Big Bireley’s Boom. Call Hollywood, California—92234. 
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if you have steam available now, a 
simple heat exchanger unit will furnish 
the necessary hot water. For larger fillers, 
a bigger—but still inexpensive—heater is 
used with automatic temperature controls. 





George Antous, President of Light Rock Spring Water Company 
9 Balmforth Avenue, Danbury, Connecticut 


oD | 
> 





fect Bireley’s new Citro-Flash process. 
tling carbonated drinks under pressure. 


BIRELEY’S DIVISION 


GENERAL FOODS CORPORATION 
1127 North Mansfield Avenue, Hollywood 38, California 





New gasket materials developed to per- 


They stand up under pasteurizing tem- 
peratures, and form a perfect seal for bot- 
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BEVERAGE PRICES 


BY STATES 


(Continued from Page 28) 








Cities 


Asheville . 
Charlotte 
Greensboro 
Raleigh 
Wilmington . 
Winston-Salem 





Cities 





Minot 

Grand Forks 
Bismarck 
Fargo 
Jamestown 


Devils Lake 


Cities 





Toledo 
Lorain 
Cleveland 
Akron 
Youngstown 
Lima 
Canton 
Columbus 
Springfield 
Dayton 
Cincinnati 


Cities 





Bartlesville 
Tulsa 


Oklahoma City ...... 


Muskogee 
Okmulgee 
Lawton 
Ardmore 
Shawnee 


Cities 





Astoria* 
Portland 
Salem* 
Eugene 
Roseburg 
Klamath Falls 
Grants Pass 
Medford 

Coos Bay 





NORTH CAROLINA 























6-8 oz. 10-12 oz. Quarts 
.80- .96 80- .96 1.20-1.60 
.80- .96 .80- .96 
80 80- .96 1.60 
.80- .96 -80-2.08 1.20--1.60 
. 80 .80-1.60 1.50-1.65 
80 .80-— .96 1.60 
NORTH DAKOTA 
6-8 oz. 10-12 oz. Quarts 
-96—1.20 1.20 1.70-1.85 
1.20 
.. 96-1.20 .96-1.10 1.60-1.75 
. .96-1.20 -96-1.40 1.60-1.90 
90- .96 1.25-1.75 
1.20 1.20 1.80 
OHIO 
6-8 oz. 10-12 oz. Quarts 
.65- .96 -80-1.10 1.30-1.65 
96 1.45-1.60 
.80-1.12 -96-1.20 1.20-1.60 
.80- .96 .96-1.20 1.10-1.45 
1.12 1.30 1.65 
.80- .96 .80-1.12 1.10-1.50 
.80- .96 -96-1.20 
.80-1.12 -96-1.12 -90-1.60 
80- .96 -80-1.14 1.40-1.60 
-80-1.12 .96-1.12 1.25-1.60 
-96-1.12 -96-1.12 1.36-2.00 
OKLAHOMA 
6-8 oz. 10-12 oz. Quarts 
80 80 
.80- .96 .80- .96 
.80-1.00 -80-1.20 
96 .96 
80- .96 -80- .96 
80 80 
80 80 
96 96 
OREGON 
6-8 oz. 10-12 oz. Quarts 
1.50 1.50 2.00 
90- .96 96 1.25-1.75 
1.40 1.40 2.00 
1.40 1.40 2.00 
1.40 1.40 2.00 
1.40 1.40 2.00 
1.30 1.30 1,80 
1.30 1.30 1.80 
1.30 1.30 1.80 


* Except Coke at .90. 
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Cities 





Allentown . 


Harrisburg .. 


Johnstown 
Philadelphia 
Pittsburgh 
Reading 
Scranton 
Wilkes-Barre 


Cities 





Providence 


Cities 





Charleston 
Columbia . 
Florence 
Greenville 
Spartanburg 


Cities 





Sioux Falls 
Aberdeen 
Rapid City 
Pierre 
Watertown 


Cities 





Nashville 
Johnson City 
Knoxville 
Jackson 
Memphis 
Chattanooga 


Cities 





Amarillo 
Wichita Falls 
Fort Worth 
Dallas 
Ranger 

San Angelo 
Waco 
Austin 

Del Rio 

El Paso 

San Antonio 
Beaumont 
Houston 
Port Arthur 
Eagle Pass 
Laredo 
Alpinn 

Mong hans 
Abilene 
Lubbock 


Corpus Christi 
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PENNSYLVANIA 
6-8 oz. 10-12 oz. Quarts 
.. -70- .96 1.12 1.00-1.45 
... 80-1.00 1.00-1.12 1.40-1.60 
. 96-112 1.12 1.50 
ian POM LA2 .80-1.56 -90-1.65 
. 65-1.20 -90-1.40 1.00—2.00 
. 96-112 1.12-1.20 1,45-1.60 
55- .96 90-196  1.25-160 | 
-70-1.00 .90-1.10 1.00-1.45 
| 
RHODE ISLAND | 
6-8 oz. 10-12 oz. Quarts 
.60- .96 .80-1.12 -90-1.60 
SOUTH CAROLINA 
6-8 oz. 10-12 oz. Quarts | 
. .96-1.20 .96-1.20 2.04-2.40 
. .80-1.20 .96-1.20 2.04—2.40 
.91-1.25 1.01 2.04 5 ¥ 
.86-1.20 .96-1.20 a 
86 96 
SOUTH DAKOTA 
6-8 oz. 10-12 oz. Quarts 
96 .96-1.20 
.90-1.00 1.20 
1.30 1.40 
.90-1.00 1.10-1.20 
96 1,10-1.20 
TENNESSEE 
6-8 oz. 10-12 oz. Quarts 
.80 
80 
.80 
.80 
.80 fo 
96 oe 
TEXAS 
6-8 oz 10-12 oz Quarts : 
85- .95 95 
80 80 
.80 .80 
.80 80 1.65 
96 96 
.90 90 1.30 
80 .80 
80 .80 
‘80 ‘80 T& 
.80- .96 .96 1.20 
.80- .90 80 1.40 
96 96 1.85 
.80-1.00 .80-1.00 
96 96 
96 96 
96 96 
1.20 1.20 
96 .96 
96 96 
.80 .80 
1.00 


“< 


The Coca-Cola Bottling Co. of Harrisburg, Illinois, use a 5 
compartment, 12 bottle wide MEYER DUMORE Bottle Cleaner; 
24-8 MEYER DUMORE Filler and Crowner with a MEYER 


-DUMORE Syn-Cro-Mix Filling Unit. 


For better beverages with flavor bonus, sell better. The 
MEYER DUMORE Syn-Cro-Mix beverage Filling System, the 
choice of over 440 carbonated beverage bottling plants because 
every drop is always the same. Guarantees uniformity of fill and 
uniform flavor content. Higher productivity. Absolute control of 
both syrup and water in a finished drink. ; 


For cleanest bottles — the MEYER DUMORE Bottle Cleaner. 
The MEYER Organization has been building bottle cleaning 
equipment for 50 years, result — a bottle cleaner so efficient, so 
dependable that your bottle washing problem vanishes. 


Individually designed for specific bottling pro- 


o duction operation, the MEYER DUMORE Bottle 


Cleaner and the MEYER DUMORE Syn-Cro- 
Mix Filling System are available in a wide range 
of sizes to fit your production requirements. 


CUDAHY, WISCONSIN 














GEO. J. MEYER MANUFACTURING CO. 





For complete information on the 
MEYER DUMORE Bottle Cleaners 
and the MEYER DUMORE Syn- 
Cro-Mix Filling System, write 
fer Bulletin SY-126-2. 
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UTAH 
Cities 6-8 oz. 10-12 oz. Quarts 
Ogden* 1.00-1.40 1.00-1.40 1.60-1.80 
Logan* .80-1.10 80-1.10 1.55-1.80 
Salt Lake City* 80-1.10 80-1.10 1.55-1.80 
Provo : .80-1.20 80-1.20 1.55-2.00 
I erg Lc .80-1.40 .80-1.40 1.55-2.00 
ee 
* Coca-Cola at .80. 
VERMONT 
Cities 6-8 oz. 10-12 oz. Quarts 
Burlington _.. 80-1.12 .96-1.12 1.25-1.60 
VIRGINIA 
Cities 6-8 oz. 10-12 oz. Quarts 
Alexandria .. 80 96 
Danville . 80 80 
Petersburg ... . 80 80 
| Richmond .. 80- .96 .80- .96 1.00-1.60 
Roanoke 96 96 1.25-1.60 
| WASHINGTON 
| Cities 6-8 oz. 10-12 oz. Quarts 
| Yakima _. 96-140 96-140 —‘1.68-2.00 
WEST VIRGINIA 
Cities 6-8 oz. 10-12 oz. Quarts 
Bluefield 96 96 85-1.00 
Charleston . 80- .96 96 1.20-1.60 
Bustagie -76-1.70 1.45-2.00 
Clarksburg 1.20 1.20 
Parkersburg 96 96 
| 
ee ne | 
The Nehi Line | WISCONSIN 
° ] ] ° Kenosha 1.00-1.40 1.40-1.60 1.40-1.65 
is the most complete line LaCrosse 96-1.00 1.10-1.25 1.25 
° ° 199 Madison .96-1.20 .96-1.20 1.00-1.60 
in the industr y- Milwaukee 90-120  .90-1.20 —1.10-1.65 
Oshkosh .90-1.20 1,60-1.19 1.25-1.40 
Sheboygan -95-1.20 1.10-1.40 1.35-1.50 
Green Bay 1,05-1.20 1.25-1.40 1.40-1.60 
WYOMING 
Cities 6-8 oz. 10-12 oz. Quarts 
) PALE DAY RATION Cheyenne 1.20 1.20-1.30 1.60-2.00 
G Mle NEHI CORPO Laramie . 1.20 1.20-1.30  1.60-2.00 
COLUMBUS, GEORGIA Rawlins 1.20 1.20-1.30 1.60-2.00 
’ Torrington 1.20 1.20-1.30  1.60-2.00 
| Wheatland 1.20 1.20-1.30 1.60-2.00 
| Casper . .90-1.20 1.20-1.36 
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New Head of City Plan Boare 


In Belleville, Ill., C. G. Cheno- 
weth, President of the Dr. Pepper 
Bottling Co., was elected chairman 
of the City Plan Commission. For- 
mer Chamber of Commerce Presi- 
dent Chenoweth expects to study 
plans to insure an orderly growth 
of the city. 
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Coca-Cola Head Honored 


In Memphis, Tenn., J. Everett 
Pidgeon, President of the Coca Cola 
Bottling Co. of Memphis, was con- 
gratulated by Memphis Mayor 
Frank T. Tobey when Mr. Pidgeon 
was cited as “Citizen of the Year” 
by the Bluff City Elks Lodge No. 
96, sponsors of the annual Blues 
Bowl Classic. 


Million Case Party 


In Tulsa, Okla., top Pepsi-Cola 
executives from New York, Dallas 
and Denver arrived to honor Joe 
Branham, owner of the Tulsa Pepsi- 
Cola Bottling Co., who opened the 
first bottling plant in Tulsa in 1911. 
He was one of the first bottlers in 
the country to acquire a Pepsi-Cola 
franchise in 1938. 


Coca-Cola Pioneer 


Lawrence C. Biedenharm, 74, one 
of the seven brothers who pioneered 
in bottling Coca Cola died in Vicks- 
burg, Miss. As President of the 
Coca Cola Bottling Co. of Vicks- 
burg, he also was chairman of the 
board of the Shreveport, La., Coca 
Cola Bottling Co. and a director of 
bottling plants in San Antonio and 
Texarkana, Ark. 


New C of C Treasurer 


In La Salle, Ill., V. 2. Haye, man- 
ager of the Whistle Bottling Co., 
Peru, was elected treasurer of the 
L-P-O Chamber of Commerce. V. E. 
(Barney) Haye is an old hand at 
managing finances and will serve 
for a period of one year. 
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WHY YOU SHOULD USE THE NEW 





t” Uylou Outside Srushes 
answer to ALL your Outside Brush Problems 


ON MEYER-DUMORE & LIQUID BOTTLE CLEANERS 





VOLCKENING NYLON OUTSIDE BRUSHES :— 


1. Nylon Outside Brushes will outlast many, many sets of 
fibre brushes. Original installations of Nylon Outside 
Brushes have been in operation for six years and are still 
in perfect condition! 


2. Nylon Outside Brushes give a more thoroughly brushed 
and polished bottle due to the greater brushing ability of 
nylon. 


3. Fibre brushes need replacement at least three times a 
year since they absorb a great amount of water which 
softens the fibre and causes it to mat and break off. 


4. Nylon Outside Brushes are constructed of Nylon, 
Brass, Aluminum and Stainless Steel. There are no wood 
blocks to split or rot. 


5. Nylon, being a manufactured product, is uniform. This 
uniformity gives even wear and a balanced brush. Fibre 
brushes cannot be uniform as fibre is a vegetable product 
and diameters and weights of fibres vary. 


6. You obtain greater production from your bottle cleaner 
because Nylon Outside Brushes hold bottles in perfect 
alignment. Costly production stops caused by bottles “hang- 
ing up” are eliminated. 


= 


7. There are no installation problems as these brushes 
are easy to install. 


8. Our Nylon Outside Brushes will give 100% satisfaction. 


9. Nylon brushes are naturally more sanitary as nylon is 
almost waterproof. Fibre absorbs many times its weight 
in water which causes dry and wet rotting, mildew, ete. 


10. These Nylon Outside Brushes are a product of the 
highest development of the brushmaker’s art. Even if you 
were willing to pay ten times more than the price of these 
brushes, we would not be able to make them any better. 
They are the finest Outside Brushes that money can buy! 





NYLON BOTTOM BRUSHES FOR YOUR 
MEYER-DUMORE 
BOTTLE CLEANER 


This Bottom Brush is con- 
structed of Black Nylon 
which is Stainless-Steel 
stapled into Lucite blocks. 
No more wood to rot. No 
more frequent replacements 
as these brushes will outlast 
many of the old-type brushes. 
When ordering, send us a 
sample of the brush you are 
now using. 








NYLON LIFTING 
SPINDLE TIPS 


These Nylon Lifting 
Spindle Tips replace the 
steel tips on Meyer- 
Dumore and Liquid Bottle 
Cleaners. The use of Ny- 
lon Lifting Spindle Tips 


is your guarantee of 
longer bottle life. 


“Brushes for The Beverage Industry Since 1897" 












Canadian Column... 





The Ontario Convention 


Attendance was at an all time high 
at the annual convention of the On- 
tario Carbonated Beverage Associa- 
tion held at the Royal Connaught 
Hotel in Hamilton, Ontario, on Tues- 
day, January 26th. 

A very intensive day’s business dis- 
cussion on many trade matters took 


place and interest and attendance at 
all sessions was excellent. 

Officers elected included President, 
Danny Kay, Mount Forest; Vice-Pres- 
ident Clare Boorman, Peterborough; 
Honorary Secretary-Treasurer Bill 
Smith, Bowmanville; Recording Secre- 
tary Bill Cook, Toronto. 

Directors for 1954 for the various 
districts: 


i fe) | 


greater SALES 


Color guides the eye to | 
+ your brand... your 
product will have easier 
Sailing, if you bottle your 


beverage in Glenshaw | 
Color-Print Bottles. Labels 
in color on glass.! 


[GLENSHAW GLASS CO. inc cttnswaw Pa. 


—— 
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ONTARIO’S OFFICERS AND DIRECTORS. 





Seated, left to right: H. F. Wooley: H. C. Wilson; Carmel Lucenti; Clare Boorman; Pres. C. D. 
Kay; W. S. Smith; L. C. Brown; J. W. Davies; Don Philp. Standing: J. Whitmore, Secretary. 
CBCB; J. Cotton; H. Hiles; J. Moses; L. Simpson: M. Dworwin; W. W. Keast; F. Quarter- 


maine; Bill Cook. 





Northern—Carmen Lucenti, North 
Bay ; Lloyd Simpson, Sudbury. Central 
—Buster Brown, Gravenhurst; Jack 
Davies, Orillia. Western—James Cat- 
ton, Chatham; Harry Hiles, Niagara 
Falls; Jerry Moser, Kitchener. East- 
ern—Mike Dworkin, Ottawa; Frank 
Quartermaine, Prescott; Jack Elder, 
Kingston. Toronto—Howard Wilson, 
Toronto; Harry E. Woolley, Toronto; 
Bob Keast, Toronto; Don Philp, To- 
ronto. 


The Quebec Convention 


In elections which marked the close 
of the annual convention of the Quebec 


Bottlers of Carbonated Beverages, 
Maurice Nicholson, Tougas & Nickol- 
son, of Valleyfield, Quebec, became 
president, succeeding Paul Brunelle. 
Other officers elected were: 1st Vice 
President, T. L. Tremblay, O. Demers 
Ltd., 2nd Vice President R. W. Hen- 
wood, Laurentian Spring Water & 
Beverages; Treasurer, G. F. Mackin- 
non, Canada Dry Ltd.; Secretary, Miss 
Therese Delorme. 

Guest speaker was Brigadier J. Guy 
Gauvreau, DSO E. D., and Public Re- 
lations Officer for Dow Brewery 
Limited. 

In his speech, Brigadier Gauvreau 





Among those present at the Quebec convention were (front row) F. X. Gagne; G. Tougas; 
G. Parent: A. Chevalier: (back row) R. Dussault; F. Barot: L. Harvey: H. Lafontaine: A. 
Hamle; F. R. Lafleur; F. Baudreau: J. Corey: J. Dionne. 
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LOOK AT THE RECORD: 


80 leading bottlers joined the Bubble 
Up franchise family and began pro- 
duction in the last 9 months of 1953. 
That rate of expansion is continuing 
as this copy is being written. 37 States, 
Alaska, Puerto Rico and many foreign 
countries now bottle Bubble Up. 

How can you beat a deliciously lighter 
drink in a fast growing field...a 
drink with a top name, a beautiful 
package and matchless quality? Bubble 
Up — The King‘Size Up — will spell 
PROFITS for you! 


LEARN THE REASON WHY! JOIN THE 
BUBBLE UP FAMILY OF LEADING BOTTLERS! 
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1015 S. Washington St., Peoria, Illinois 
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said that sounds public relations would 
not be considered as too expensive 
when viewed in terms of what may be 
gained by such publicity. 

Association President Paul Bru- 
nelle reviewed the financial and mem- 
bership status of the organization, 
and outlined some of the achievements 
of the past year. 

J. G. Lamontagne, General Secre- 
tary of the Association of Industrial 
professionals, spoke before the Con- 
gress on Human Relations, in the busi- 


ness world. Mr. Lamontagne stressed 
the importance of good labor-manage- 
ment relationships, and stated that it 
was possible by basing this relation- 
ship on Christian social doctrine, to 
find for every problem a just, orderly, 
and peaceful solution. 

Directors chosen included District 
No. 1: Henri Toussaint, Claire Fon- 
taine Limitee, Quebec City. T. L. 
Tremblay, O. Demers Ltee., Chicou- 
timi; D. Defresne, Defresne & Freres, 
Trois-Rivieres. 











District No. 2: Paul Brunelle, U. L. 
Brunelle Engr., Victoriaville; Guy 
Bryant, J. H. Bryant Ltd., Sherbrooke; 
M. Nicholson, Tougas & Nickolson, 
Valleyfield. 

District No. 3: C. B. Marcotte, Mar- 
cotte & Fils, Joliette; J. S. Perreault, 
Breuvages Snow White Ltee., St. Jer- 
ome; R. Cook, Breuvages Regal, Hull. 

District No. 4: R. E. Sewell, Coca- 
Cola Ltd., Toronto; J. Savignac, Pepsi- 
Cola Co. of Canada Ltd., Outremont; 
P. B. Sandlien, Seven-Up Montreal 
Ltd., Mount Royal; E. Champagne, 











C. Daniel Kay, general manager of Alec 
Robertson Co., Litd., Mt. Forest, is the new 
president of the Ontario Association. 
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Model H-6 






Locking Arms End the 
Jostle in Handling Cases 


This unique handtruck minimizes 


Lifting, tilting and jock- 
eying cases around to 
load them on a beverage 
handtruck is eliminated 
by the Kolstad Pick- 

; Quick Karrier. You just 
walk the Pick-Quick into a stack of 
cases and, presto—the patented lock- 
ing arms grab into the case handholes 
automatically. 





It’s a quick, positive action that 
doesn’t slip; the case load’s weight 
makes the locking arms keep a firm 
grip. 


Up to 6 half-depth cases are easily 
transported with the Pick-Quick. A 
foot-controlled U-clevis “toes” locking 
arms inward (see in above photo) to 
handle smaller size cases. 


delivery time. Low cost is another 


reason why many major bottlers 


standardize on it. 


Models are available with either 6 in. 


or 10 in. wheels with either zero pres- 


sure or pneumatic tires. For full infor- 


mation and prices, send in coupon 
below. 


The Kolstad Company 
133 Central Ave. S.E. 
Minneapolis 14, Minn. 


C] Enclosed is check for (no.) Model 
H-6 Pick-Quick Karriers. 


(] Please send me descriptive folder on the 
Kolstad Pick-Quick Karrier. 


Name .. 

Company ; 
Address , nsiiecsniila 
City 7 Zone . State... 
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They Come Back 


GAIN-and-AGAIN-and-AGAIN-and-AGAIN 


fr Jeno oncer au 


The popularity of Vernor’s “Deliciously Different’’ Ginger Ale 
has an amazing stability. Vernor's drinkers come back again 


and again... all their lives. 


The acceptability of Vernor’s for the past 87 years has had a 
rock-like firmness . . . proof that Vernor's sales have never been 
affected by whims or fads. Year after year of steady increase 
makes the bottling of Vernor’s Ginger Ale a growing and stable 


business. 


Franchise Division 


JAMES VERNOR COMPANY 
Detroit 26, Michigan 


Dur New Home! 
Will be the mest beauti- 
fully modern manufac- 
turing and bottling plant 

in North America. 


6608 
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Carbonated Beverage Institute 
Holds Meeting on West Coast 


The Carbonated Beverage Institute held a meet- 
ing in Los Angeles, California, on February 3rd 
and 4th, 1954. It has been the policy of this six 
year old national association of independent bot- 
tlers to rotate its meetings throughout the United 
States, so that members would have the opportunity 
to visit one another’s plants. The plant visited on 
this occasion was Globe Bottling Company (Wil- 
shire Club Beverages), a West Coast member of 
“C.B.I.” Abe Kanner, President of Globe Bottling, 
was host for the meeting. 

Business sessions were held at The Beverly Wil- 
shire Hotel in Beverly Hills. One of the principal 
topics of discussion was the current interest in car- 
bonated beverages in cans. With the West Coast an 
acknowledged “hot bed” of canned beverages, mem- 
bers of “C.B.I.” had the opportunity to obtain first- 
hand information on all facets of this new packag- 
ing development. The Officers and Directors of 
“C.B.I.” have scheduled additional meetings of their 
executive group to further explore the whole ques- 
tion of soft drinks in cans. 

Plans were made for the further development of 
activities for next year which, in addition to point- 
of-purchase material, will include cooperative ac- 
tion on 24 sheet posters, metal signs, radio and TV 
advertising. 


Pepsi-Cola Bottlers' Association 
Elect New Officers 


The Pepsi-Cola Bottlers’ Association, Inc., Tuc- 
son, Arizona, has announced the election of new 
officers and directors at the annual meeting of the 
association held February 7, at the Jung Hotel in 
New Orleans, Louisiana as follows: 
President—Frank Alessio, President 
Pepsi-Cola Bottling Company ef San Diego, 
California 

Vice President—Mr. Walter Gross, President 
Pepsi-Cola Bottling Company of Cincinnati, 
Ohio 

Vice President—Mr. C. T. Duncan, Vice President 
and Manager Pepsi Cola Syracuse Bottlers, 
Incorporated 

Vice President—Mr. Ronald Capps, Secretary and 
Manager Pepsi-Cola Bottling Company of Tulsa, 
Oklahoma 

Vice President—Mr. E. J. Higgins, President and 
Treasurer Pepsi-Cola Bottling Company of 
Chicago (East Chicago, Indiana) 

Secretary—Mr. E. E. Beisel, President 
Pepsi-Cola Bottling Company of Chicago, 
Illinois 

Treasurer—Mr. Joe Occhiato, Manager 
Pepsi-Cola Bottling Company of Pueblo, 
Colorado. 
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Los Angeles Squirt Bottlers To 
Build Half-Million Case Plant 


Hy and Bill Levitt, Los Angeles Squirt bottlers, 
are moving fast to keep up with the demands of 
the tremendous Los Angeles market. In late De- 
cember they broke ground on the construction of 
their new half-million case capacity plant near 
Gardena, California, which is near Los Angeles. 


It’s a big step for the Levitts, but they have been 
constantly moving ahead ever since they entered 
the bottling business some fifteen years ago. 


Bill Levitt says, “While we’re only entering our 
fourth year as franchised Squirt bottlers, we’ve got 
big plans ahead for Squirt. We expect to see our 
Squirt sales multiplied manyfold over the next 
year—particularly after our new plant begins op- 
erations in March, 1954. By March we will be 
readying twenty-five trucks for deliveries, as com- 
pared with our present sixteen.” 


The new two-story plant is to take up a two 
acre site, and will have new equipment installed. 
As an example, a 2,000 gallon per hour filtering 
and sterilizing unit will be installed for the water 
used in the washing equipment. 


The Los Angeles bottlers have been strong users 
of merchandising and promotion in their year 
around selling programs. Currently they are en- 
gaged in coupon sampling in many areas of Los 
Angeles. 








NEW SQUIRT CARTON FEATURES 
SCOTCH PLAID DESIGN 


The new Squirt Tartan Carton manufactured by the 
Atlanta Paper Company highlights the new trend in car- 
ton design for sales promotion. Designed by the Squirt 
Company, the Tartan Carton was introduced to bottlers 
at a series of regional meetings held in January and Feb- 
ruary. 
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It takes top quality...delicious flavor... 
to build steady repeat business--that's 
where SUNCREST really shines. 


You won't find a better quality orange 
drink or better liked flavor anywhere, 


If you're looking for a dependable, 
fast-selling orange flavored drink backed 
by the kind of promotion that builds 
volume, SUNCREST is the answer! 
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6%... 7%... 8%...9% Sales 
and your customers NEED NO PENNIES 


with 
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Electric 
Penny 
Refunder 











Here’s your answer 
to the penny problem... 


National’s new electric Penny Refunder 
gives you single coin operation which has 
been tested and proved on locations to 
increase your sales at least 10%. 


The Refunder features fast hopper- 
loading with a large, 2000-penny capacity 
that is easily inventoried. There’s a 
simple plug-in installation with front, 
side or inside mounting. Price changes 
may be made right on location in 

just a short time. Precision engineered to 
prevent jack-potting, the Penny 
Refunder can be used in connection with 
any National electrical coin mechanism. 


PAYS FOR ITSELF IN 2 MONTHS 


Be penny-wise...convert your machine for extra 
profits now. Write to your nearest National branch 
office. 





F. 0. B. 
St. Louis 


gsoo | $4950 


Comparison will prove there i4 no comparison. 


NATIONAL (e2 REJECTORS .. 


5100 San Francisco Ave. « St.Louis 15, Mo. 
Phone COlfax 1900 


ATLANTA 3, GEORGIA, 685 Peachtree St, N. E.—Phone: Elgin 4318 
CHICAGO 38, ILL, 4907 W. Fullerton Ave.—Phone: NAtional 2-3614 
DALLAS 5, TEXAS, 3202 Kaox Street—Phone: JUstin 2291 

LOS ANGELES 6, CALIF., 2309 West Pico Blvd. —Phone: DUnkirk 2-5772 
TORONTO, ONTARIO, CAN., 1551a Eglinton Ave, West, Orchard 2885 
WOODSIDE, L ISLAND, W. Y., 39-30 Gist St.—Phone: IMinois 8-6302 
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VENDOR AND COOLER NEWS 








@ PLACEMENT 


FINANCING 


MERCHANDISING 


MARKETS 


e COSTS 


@ SERVICING 


NEW MODELS 


| Vending and Cooler Possibilities 
And Machines Displayed For 
Pepsi-Cola Bottlers 


With obvious intent, a goodly portion of the ex- 
hibit space on board the S.S. President, Mississippi 
River Boat which was the scene of the Pepsi-Cola 
national convention early in February, in New Or- 
leans, devoted to distribution enlargement 
through automatic vending and coolers. The units 
of ten different makers were on display and in op- 
eration, with representatives of the manufacturers 
on hand to explain the features of the units, their 
prices and their application in the market. In addi- 
tion, the parent company had the full complement 
of its vending and syrup departments staffs pres- 
ent, headed by Don Kendall. 

Cole Products Co. displayed its 3-ilavor ColeSpa 
cup machine; Lyon had a 3-flavor and single flavor 
machine on the floor; the D53, 4-flavor, and 3-flavor 


was 
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VENDORS EXHIBITED AT PEPSI CONVENTION ... sul Whey fix: , 


The Busiest Cooler in the Business 


KELVINATOR 


with full color identification 
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It is every inch a salesman, inside and out. 
Its cool, clean, colorful appearance will 
build thirsty traffic, fast, in every loca- 
tion. Customers always come back for 
more because, even in periods of peak 
performance, this cooler, designed, built 
and engineered by Kelvinator presents 
your beverage at exactly the right temper- 
ature for flavorful thirst quenching good- 
ness. Rugged all-steel construction, stain- 
less steel lids, tough durable Permalux 
finish, and a silent trouble-free Polarsphere 
unit assure long cooler life in the busiest 
locations. Yet it costs little to spot your 
territory generously with these coolers, 
due to the proven financing plans of Kel- 
vinator. Fill in your coupon today for 
complete information. 


| Here is a cooler that will really sell 7-Up. 
| 





” ms ax 
a 
ne *With Stainless Steel Lids. 


BEVERAGE COOLER DEPARTMENT, Nash-Kelvinator Corp. 
Dept. NB-3, 14250 Plymouth Road, Detroit 32, Mich. 


Act Now! Fill in this Contomen 


[] Send literature, pricing and financing data. 


coupon and leave the rest to = |= Hove your representative call 
A representative number of manufacturers exhibited 


their vending units at the New Orleans national con- 7 
vention of the Pepsi-Cola Company. Top: Spacarb and Caz Ga 
SodaShoppe units; Second picture, Vendorlator models; 


Third picture, Mills vending units; Bottom, Richard Division Nash-Kelvinator Corp., Detroit 32, Michigan 


Behr demonstrates a new Artkraft model. STATE. . 
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Continuous quality 
year alter year 





Have a Coke 




















4& COCA-COLA COMPANY 


macnine made by Spacarb were also available for 
inspection. 

Soda Shoppe JD (3 flavor) and FD (4-flavor) 
units were displayed by Automatic Products Co. 
and model 220 and No. 27 Vendorlators, both 
equipped with coin changers, were on display as 
well as the Mill’s 3-flavor cup units. Servit, Inc., 
Dallas, Tex., displayed its 250-cup capacity Pepsi 
vendor. 


Coolers were shown by S & S Products, Artkraft,. 


Bevco, and Ideal Dispenser Co. Gardiner Thompson, 
Ideal’s general sales manager was in attendance to 
explain the details of the Ideal selective bottle ven- 
der. Bevco displayed a counter-type cooler andS &S 
Products exhibited several models. 


ON DISPLAY IN NEW ORLEANS... 


4 






Frank Kelly and Burrell Biddinger were on hand to 
show the S & S electric and ice coolers. 


Stanley Gaines and Richard L. Cole stand alongside 
a “ColeSpa” Pepsi-Cola model. 
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ir . First N.A.M.A. Sectional Meeting 
Program Scheduled 


-) A tentative program for the first of seven two- 
>. a day sectional meetings to be held in 1954 by the 
h | National Automatic Merchandising Association was 
' announced by Marcus Kaplan, chairman of 
N.A.M.A.’s Regional and Area Activities Com- 
3i mittee. The theme for 1954 will be: ““New Horizons 
in Automatic Merchandising.” 

s The first sectional meeting (for operators in 
1, Georgia, Florida, Alabama, Mississippi, Tennessee, 
ta) North Carolina and South Carolina) was held Feb- 
I~ ruary 26 and 27 at the King and Prince Hotel, Sea 
s ' Island, Georgia. 


Kelvinator Starts New 
Wholesaler Program 


On January 20, Kelvinator announced plans to 
broaden its distribution of commercial condensing 
units by making them available to independent re- 
frigeration equipment parts and supply wholesalers. 
In the past, such commercial units have been sold 
exclusively by Kelvinator’s appliance distributors 
and zone offices. 

H. C. Patterson, commercial salesmanager, said 
that under the new program, selected wholesalers 
will receive Kelvinator commercial condensing units 
direct from the factory. 

“For maximum services to the independent whole- 
saler, this new program will be administered 
through more than 50 Kelvinator field offices,” Pat- 
terson said. 

“Kelvinator has been field testing and developing 
this program for some time. The benefit of ready 
availability of Kelvinator condensing units to the 
trade in all sections of the country was an out- 
standing feature uncovered by the plan. 

“Our experience with these independent whole- 
salers during this testing period impressed us with 
their skilled distributing and merchandising abili- 
ties. We realized they would be a fine addition to 
the Kelvinator distribution organization. 

“An important part of the program is that the 
wholesaler will become a replacement depot for Kel- 
vinator commercial sealed units,” Patterson said. 
“Both in-warranty or out-of-warranty units will be 
covered in the plan. This increased availability of 
replacement units and condensing unit parts is in- 
dication of Kelvinator’s desire to be of greater serv- 
ice to its equipment manufacturer customers, com- 
mercial dealers, service companies and users. 

“The Kelvinator condensing unit wholesalers will 
be able to offer Kelvinator’s sealed unit five-year 
warranty to the trade on an optional basis at the 
time of sale. This warranty covers the motor-com- 
pressor, fan motor and all other unit parts except 
the relay and capacitor.” 

To help the wholesaler inaugurate this program, 
new “tools” have been developed. They include a 


‘rs | > a 
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© Simplicity of design. 
Smooth, easy working 
coin unit and single 
moving part makes 
for trouble-free oper- 
ation. 


Packaged Refrigera- 
tion Systems are 
interchangeable and 
hold maintenance 
costs way down, thus 
insuring trouble-free 
service. 


®@ Low initial costs, lowest coin unit conversion 
costs. Place more vending units with a smaller 
investment. Inquire about financing plans 
available. 
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BROAD DISTRIBUTION PROGRAM PLANNED 


H. C. Patterson (right), Kelvinator commercial sales man- 
ager, shows members of his sales staff the “tools” that 
will be used in Kelvinator's new plan to broaden dis- 
tribution of its commercial condensing units. Henceforth. 
these units will be available to selected independent re- 
frigeration equipment parts and supply wholesalers di- 
rect from the Kelvinator factory. Better service and avail- 
ability are prime features of the new arrangement. 





factory-prepared guide book, giving full information 
on promotional materials, operating instructions, 
“Kelvinator Commercial Refrigeration” illuminated 
window or wall signs and truck or window decals 
also have been prepared. Made of Plexiglass, the 
window-wall signs are lightweight, sturdy and have 
equal day-and-night visibility. 


QuiKold 


MODEL 
1400-WD 
ELECTRIC 

















Kelvinator recently announced new lines of open- 
type and sealed-type condensing units for 1954. 

“The open unit line is the newest designed open 
unit line in the industry,” Patterson said. “An un- 
usual interchangeability of parts enables the whole- 
saler or dealer to have a full parts inventory for 
a very small investment. Removable cylinder blocks 
and other features make the compressors very easy 
to service. 

“The new open unit line consists of air-cooled 
models 14 through 3 horsepower, water-cooled 4 
through 5 horsepower, combination air-water cooled 
1% through 3 horsepower, truck-type units % 
through 3 horsepower and units for evaporative 
condenser use 4 through 5 horsepower.” 


First Vending in Cans of Carbonated 
Soft Drinks Now Offered Public 


Carbonated soft drinks will now, for the first 
time, make their appearance before the public in 
newly developed automatic can-vending machines, 
following successful testing of this pioneering new 
distributing means for that product, it was an- 
nounced by Walter S. Mack, president of Cantrell & 
Cochrane Corp., manufacturers of the C & C “Super” 
line of carbonated soft drinks in cap-top cans. 

George T. Herald has just been appointed head 
for the entire United States, of a newly instituted 
department, the Vending and Fountain Syrup De- 








ELECTRIC AND ICEe eX Coolou. ® 


WILL INCREASE SALES 
FOR YOU: 


HK every day—every month—for over g quarter of a century... 

QUIKOLD coolers have increased sales of bottled drinks! Invit- 
ing appearance, easy accessibility, just right cooling for 
thirst satisfaction offered by QUIKOLD units build steady sales 
volume for both retailers and drink bottlers. Why not put 
QUIKOLD coolers to work increasing sales for you too? 


STANDARD OF QUALITY FOR OVER 26 YEARS! 





It pays to offer your outlets the 
very best—the pioneer, proven [jf ~ ~~~ ~~ ere ee ae 
QUIKOLD line that’s engineered ie M UL COUPON NOW FOR 
right—priced right. 7 COMPLETE DETAILS! 
> Gentlemen: 


Choice of many 
Without obligation please send complete information 










— 















models, ice and 





SS electric. and prices on all QUIKOLD models. 
sik NAME 









ADDRESS — 











S*S. Products. Inc. 
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LOWEST COST BOTTLE 
VENDERS ox cc Market! 


iaelt) ol (sti dact= 
Operation! 
No Profits Wasted 
rola Mm uteliahictalelilase 


SIMPLIFIED 
COIN MECHANISM 

















(Over 150,000) in use. Only 
one reported coin mechanism 
service call on ‘‘Generals” in 
past two years. 


@ SELECTIVE TYPE 
Vends 6 to 12-oz. bottles 
without adjustment 
@ BEVMART MODEL vends up to 5 flavors 
Cap.: 2 cases vending; 1 pre-cool 
@ VENDMOR MODEL vends up to 10 flavors 
Cap.: 4 cases vending; 2 pre-cool 
@ EASY TOP LOADING—NO STOOP—NO SIDE DOORS 
a 
oo 
e 





BEVMART MODEL 
30°'W x 21Y2"D x 37H 


Can fit anywhere—in corner or against wall 

FASTEST COOLING-—Dry “Coldwall’”’ 

HERMETIC COMPRESSOR—No troublesome blower motor 
SIMPLIFIED DESIGN 


Fxclusive delivery disc; only 1 moving part 






PHILADELPHIA PA anc i CHICAGO. ILL 


Write for prices and details: 
3338 CHIPPENDALE AVE., PHILADELPHIA 36, PA. 






E-: /ENERAL VENDING MACHINE CORP. 





partment, which will carry out this program, as 
well as two other means of distribution being newly 
initiated at the same time for C & C “Super”, also 
on a national scale. These are the sale of the C & C 
“Super” line of syrup flavors to cup-vending oper- 
ators, and to soda fountains. Mr. Herald has had 
many years’ experience in vending and syrup sales, 
having for the last nine years been General Sales 
Manager for Liberty Brand Syrups, one of the 
largest distributors of fountain syrups in the 
United States, specializing in fountain and vending 
sales. 

The new can-vending machines, especially de- 
signed to dispense carbonated soft drinks in cans, 
will be installed, said Mr. Mack, in locations such 
as subways, gas stations, ball parks, airports, etc., 
throughout the United States, and will dispense 
“Super’s” 6-o0z. can with the cap-top; each machine 
will offer a choice of Super Coola, orange soda, root 
beer or grape soda. 

“This new development for vending C & C ‘Super’ 








| through can-vending machines, plus the fountain 
| syrup and the cup-vending, are only part of the ex- 


pansion program of C & C ‘Super’ distribution to 
other markets,” said Mr. Mack, “and are all, of 
course, in addition to our regular retail outlets in 
groceries, supermarkets and delicatessens. As for 
can-vending machines,” he continued, “we are the 
only ones in the carbonated soft drink field who will 





(Continued on Page 53) 


National Bottlers’ Gazette 








210 
RIVER RAISIN PAPER CO. 
MONROE, MICH. 
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@ ABRASIVE PROOF 


Protects all outer surfaces of carrier. 


@ PROTECTED CLEANING SURFACE 


Can be cleaned repeatedly without damage 
to exterior surfaces. Cleans easily with wet 
cloth and detergent. 


@ BEAUTIFIES 


Smooth ... Glossy... Clean... 
Enhances appearance of printed carrier. 


@ DURABLE 


Sturdy... Economical... Makes More Trips. 














All River Raisin cases are 
available in kraft color, white 
or yellow high-test weather- 
proof solid fibre board with 
printing to your specifica- 
tions. River Raisin Soft Drink 
Cases are rugged . . . they 
give maximum trippage.. . 
More RETURNS for your 
money. River Raisin “ONE 
CALL FOR ALL” experts 
can solve all your container 
problems. 


4, “C” Style Closed-Top Full-Depth 
Case... PLUS ...New Superior 
Plastic Coating! 


.% “A” Style Strut Closed-Top Full- 
Depth Case... PLUS... New Supe- 
rior Plastic Coating! 











% 


MN) River Raisin has the country’s most complete line 


/ 


of superior quality soft drink cases. 


The many years of valuable experience gained 


Ne 


_ by our design and production experts are at your 
service to efficiently and economically solve your contain- 
er problems . . . as convenient as your telephone. 

(Prices,.specifications and samples upon request) _ 
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RIVER RAISIN PAPER COMPANY 


MONROE, MICHIGAN 


Branch Plants . . 


CLEVELAND, OHIO ¢ SHARONVILLE, OHIO ¢ WASHINGTON, PENNSYLVANIA 


V 


Sales Offices... 
Syracuse; N.Y 


Ashland, Ohio 
Boston, Mass. 3 ane: Ch Mel fre fem @laite) 
is Cincinnati, Te) . 
Battle Creek, Mich i Philadelphia, Pa. 
Cleveland, Ohio ; 
Detroit, Mich. / Pittsburgh, Pa. 
eli lele ee alle 


Chicago, Hl. Lima, Ohio 


Distributed by. . . 
WYLIE & DAVIS © Sales Offices in “CARPENTER PAPER CO. ¢ Sales Offices 
Los Angeles & San Francisco, Calif. In Principal Cities 
Covering California, Oregon & West of the 
Washington States Mississippi River 


DILLARD PAPER CO. @ Sales Offices 
Atlanta. Ga. Charlotte, N. ©. Wilmington, N.C Knoxville, Tenn 
Augusta, Ga Greensboro, NOC Columbia, $. € Bristol, Va 
Macon, Ga Raleigh. NO € Greenville, S. Roanoke, Va, 


Re AMT ONY 















Lb a 












\ 
g_//77 
















COOLER CORNER (Continued from Page 48) 


be able, for some years to come, to vend carbonated 
soft drinks in a bottle-size 6-oz. can; these cans 
are exclusive with us, and were especially designed 
so as to be adaptable for vending,” he concluded. 





Announce New "Continental 
Change-Makers" 

Continental Coin Devices, Inc., Cicero, Illinois, 
has announced the production of a new line of “Con- 
tinental Change-Makers” with an operating mechan- 
ism fully protected against abuse by a clutch type 
actuating handle. 

The new units are being produced after a year of 
field testing and are claimed to offer the simplest 
and most service free units ever produced. A Na- 
tional slug rejector is standard equipment on all 
models. 





Available in three models, the new Continental Change- 
Makers are easy to operate, small and compact and offer 
protection with a extra heavy reinforced cabinet and lock. 





Three models are available to meet almost every 
need. Model DN dispenses 2 dimes and a nickel 
upon quarter insertion with a capacity of 256 dimes 
and 128 nickels. The Model N dispenses 5 nickels 
upon a quarter insertion and the Model P dispenses 
5 pennies upon a nickel insertion with a capacity of 
1,000 pennies. 

No electrical connections are required since the 
units are mechanically operated. Simple to install, 
they offer large capacity without premium cost. 
Units measure only 17 in. high by 8 in. wide, and 
are 7 in. deep. All inserted coins are returned when 
the unit is empty. 


Progress Offers Special Events Cooler 
Progress Refrigerator Co., Louisville, Ky., manu- 
facturers of refrigerators and beverage cooling 
chests, announces the production of a Special Events 
Cooler especially designed for use at picnics, social 
events, barbecues, etc. 
This cooler is currently manufactured in two sizes, 
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Your Choice OF THREE GREAT VALUES 








SEND THIS COUPON NOW » 


Atlas WARIETEE com venvor 


4 


to Fit Your 
Market! 


unior 


This is Value No. 1 — The popular small-size 
vendor that occupies less than 5% feet of floor space, 
and vends five flavors. Equipped with National 
Rejector’s coin mechanisms and changers, in a wide 
selection of either electrical or manual models. Holds 
60 six-ounce bottles in the rack; 80 in pre-cool — 
handles all bottles through 12-02. 


Atlas VARVETEE cow venvor Svnior 


Value No. 2 — The time- and location-tested vendor 
with Stratified, Controlled Cold Air Flow. Equipped 
with National Rejector’s coin mechanisms and 
changers. The rack vends seven flavors, and has a 
capacity of 105 six-ounce bottles; 60 in pre-cool. 
Both Senior and Junior models handle all size bot- 
tles, 6-oz. through 12-oz. Extra refrigeration ca- 
pacity to assure constant flow of really cold drinks. 


And this is Value No. 3 — Same sturdy, heavily 
insulated cabinet as VARIETEE Senior. Thoroughly 
tested in Southern markets, the reception of this Dry 
Electric Cooler has been so enthusiastic that we now 
offer it as a regular member of our national line. 
We believe the ATLAS Dry ELEctTRIC has no equal 
in the dry cooler field today. Stratified, Controlled 
Cold Air Flow cools drinks quickly, keeps them 
cold. Capacity: 210 6-ounce bottles, standing; 
320, corded. 


“Fifty Years in Dallas” 


ATLAS METAL WORKS 


Vendor Division, P. O. Box 5208, DALLAS, TEXAS 


ada aaa aaa apap apap aD aaAAADAAAAAAAAAAAAAAARARDADE RODEO 


ATLAS METAL WORKS, Vendor Division 
P. O. Box 5208, Dallas, Texas 


Please send me complete information about Atlas Vendors and 


Coolers. 


Name_ 





Address 








City 


Firm___— 
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-HERMANS, HERMANS DR 


HERE 








THERE... 





Tlowe SEE HERMANS DO A JOB FOR YOU 


ON YOUR DELIVERY ROUTES / 
Every day HERMAN Bottlers’ Bodies are reducing costs and mAN BODY COMp, 


raising profits. They can make money and save money for you "3 

too. Delivery cost sheets every day show HERMAN’S superiority. re 00 CLAYTON AVE 
? 44 : 

HERMAN puts more into a delivery body ... it takes experi- ST. LOUIS 10, MO 

ence ... production line facilities . . . 4nd special equip- ° : : 

ment to build these better bodies. HERMAN has them. . . they FRanklin 5300 

spell PROFITS for you. 5 Of FINEST ALLTEL. auwerde? . 





Cable Address HERMANBODY 


the smaller one having a capacity of approximately 
seven cases and the larger one a capacity of approxi- 
mately fourteen cases. All dimensions are the same 
for both coolers with the exception of the length. 
Overall dimensions are: length 38 in., width 17% 
in., height 345 in., inside depth 16% in., weight 
65 lbs. each in a shipping carton. 





Removable legs of strong tubular steel are featured in the 
new Special Events cooler marketed by Progress Refrig- 
erator Co. of Louisville, Ky. Model No. 183 has a capacity 
of 5 cases of 12 oz. bottles. 





The model No. 183 Special Events Cooler is the 
result of years of actual experience by a practicing 
bottler and offers many practical feaures. The legs 
are easily removed and can be carried inside of the 
chest. Exterior finishes feature high baked tough 
enamels on zinc coated steel legs of 14% in. diameter. 
The steel tubing is finished with aluminum paint 
for maximum protection. Insulation includes % in. 
rigid insulation board in walls and 1 in. in bottom. 
A cap catcher and Starr bottle opener are included. 
The capacity of the unit is 5 cases of 12-o0z. bottles 
or 7 cases of 6-0z. bottles. 


Champion Vender Offered with 
6 Case Capacity 


Integrated design and easy-out bottle release are 
featured in the new Champion Vender now avail- 
able from the Champion Vender Co., Hopkins, 
Minnesota. 

Manufactured from the highest quality materials 
and component parts and fabricated with precision 
workmanship, this unit is claimed to be trouble- 
free and a real sales maker. 

A heavy duty stainless steel rack holds 60 bottles 
in 6 rows with a large capacity pre-cooler. The 
bottle release and rack are easily removed for clean- 
ing. Pilfering is eliminated because the coin mechan- 
ism is fully enclosed in the cabinet and the locking 
panel makes servicing easier. 

According to the manufacturer, this vender has 
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a minimum friction, positive-action release and is 
claimed to be one of the easiest releases to operate. 


N.A.M.A. Plans New Color Film 


Production of an N.A.M.A. public relations mo- 
tion picture on the automatic merchandising in- 
dustry will soon be started. | 

Richard L. Cole, Cole Products Corp., Chicago, 
who is chairman of the National Automatic Mer- 
chandising Association special committee respon- 
sible for raising funds for production of a 16mm 
color film, has announced that the initial goal of 
$25,000 (set by the N.A.M.A. Board of Directors 
last April as the amount required before beginning 
production) has been passed, and contributions from 
operators, manufacturers and suppliers identified 
with the industry are still being received at the 
Association’s office. 

The motion picture, described as “‘a long-needed 
forward step in securing greater public understand- 
ing and acceptance of automatic merchandising,” 
will present the industry story in a manner suitable 
for release on television and at service clubs, civic 
organizations and businessmen’s groups. It can also 
be used as a vital selling tool to location owners. 

An Honor Roll of contributors to the motion pic- 
ture project will be published, and names of all 
contributors will be added to the Honor Roll. 


Plans for production of the film were finalized © 


at a meeting of the Motion Picture Script Commit- 
tee in Chicago on March 5. Script Committee mem- 
bers are: William S. Fishman, Automatic Merchan- 
dising Co., Chicago, Chairman; Thomas B. Hun- 
gerford, National Vendors, Inc., St. Louis; Alex 
Izzard, The Vendo Co., Kansas City, Mo.; Herb A. 
Geiger, Geiger Automatic Sales Co., Milwaukee; 
William C. McConnell, Jr., 
ing Corp., Medford, Mass. ; 


Automatic Merchandis- 
O. G. Leach, N.A.M.A. 


Secretary. 








ARTKRAFT AWARDS REGISTRATION PRIZE 


Mayor W. L. Ferguson of Lima, Ohio, is pictured drawing 
Mrs. Harry England's name from among those registered 
at the A.B.C.B. convention held in Chicago. Right is Mor- 
ton L. Clark, President of Universal Major Appliances, Inc.. 
of which Artkraft is a division. Left is Frank Kuehnle of 
the Wendt Agency. Mrs. England won a 3j-ton room air 
conditioner. 
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THE ONLY MANUAL CUP VENDOR 





250-cup capacity 
34° Drinks 
'/, h.p. Compressor 


™ Large Pre-Cool Tank 7 


Mechanical Changer 
Operates on 18 Ibs. CO. Pressure 


Simple to service: No Relay Switches, 
No Pressure Switches, No Transformers, 
No Solenoids, No Electrodes, No Pumps. 


phone... Wire. . . write today 


OR ees 
2613 ROSS AVENUE @ DALLAS, TEXAS e@ STerling 5524 


ee 


Size: Approximately 63°’ 
high, 22” wide, 20” 
deep. Weight: 322 Ibs. 
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Discussed In Indiana 


Your alee go higher ond higher with Hireg! Industry's Big Developments | 





rT 
e i t 
‘es iS l Sg Dietetic beverages, sugar and tooth r 
= hy N decay, canned beverages and vend- a 
es ing machines provide interesting back- ; 
ground for 42nd annual convention of : 

Indiana State Bottlers. 
G 
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| REELECTED... 


The officers of the Indiana State Association were all 
| re-elected; left to right they are: Joseph Cummins, Sec- 
retary: Ben Domont, President; Amos Steury, Vice 
President. 
| 





| Tue 42nd annual convention of the Indiana State 
| Bottlers Association held in Indianapolis, February 
15-16, brought forth in two business sessions, speak- 
ers discussing such diverse subjects as dietetic bev- 
| erages; sugar and its relation to tooth decay; and 
| sugar in relation to nutrition; canned beverages ; 
vending machines and several other subjects. 


Representative of the national association was 
Tom Baker of the headquarters staff, who provided 
the national viewpoints on the subject of excise 
taxes, the Taft-Hartley Law, A.B.C.B.’s Public Re- 
lation efforts in connection with the nutrition and 
| dental caries situations and several other subjects. 


Hires is the worlds most advertised root beer ! ‘ :e0° 4 The important part that sugar plays both in our 
SHAKE DOOR HETERO aE fe . industry sales, and its relationship to dental decay 

ox and nutrition was covered by three speakers. 
Lawrence Myers, U. S. Department of Agriculture, 
fully explained the department’s administration of 

| this country’s sugar program, discussing tariffs, 
quota, the international sugar agreement and other 
factors in the situation. Expressing the conviction 
that tooth decay is due entirely to the presence of 
bacteria in the mouth, derived from food of any 

| kind, Dr. Grant Van Guysen, Director of Research 
of Indiana University School of Dentistry, pointed 
out that this was proved by the feeding of rats 
through the stomach. Such test animals did not 
show evidences of dental caries. Oral hygiene, there- 


Hires is the worlds largest selling root beer! 





Competition tough in your area? These Hires 
advantages cannot be overlooked. Let Hires tell you how 


you can set a new sales record in 1954. Write to: a 


Franchise Division 
The Charles E. Hires Co. 
206 South 24th Street, Philadelphia 3, Pa. 
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fore, the speaker concluded, would mean much in 
the reduction of the incidence of caries. 

Neil Kelly, representing Sugar Information, Inc., 
reminded the bottlers that sugar has been basic to 
the growth and prosperity of the industry for the 
reasons that it has made soft drinks a food, palat- 
able, nourishing and refreshing; that the use of 
sugar-containing soft drinks, raising the blood sugar 
level, will control appetite and hence aid in weight 
control; and other factors. 

In effect and in purpose, he defended the position 
of sugar as the natural sweetening agent in soft 
drinks, and stressed his opinion that there was 
neither a place nor purpose for the non-nutritive 
non-sugar drinks which have come on the market 
in the last two years. 

An outline of the labelling requirements in the 
state with regard to the dietetic beverages was given 
by T. E. Sullivan, Director of The Indiana Board of 
Health 

Other speakers who appeared on the program in- 
cluded Jack Ritchie, Indiana Oxygen Co., who gave 
a demonstration of CO2 gas; J. S. Kelly, Presi- 
dent, W. H. Hutchinson & Son, Inc., whose inspira- 


Soft drink industry progress 
was built on sugar contain- 
ing beverages, Neil Kelly 
said. Bottlers are tossing 
away this tremendous asset 
if they produce and sell 
non-nutritive soft drinks. 





NEIL KELLY 


Dr. Grant Van MHuysen 
claimed researchers had 
shown that tooth decay 
comes from all food and 
not from any one specific 
component, such as sugar. 


DR. VAN HUYSEN 


Sugar is one of our most 
important agricultural com- 
modities, Lawrence Myers 
pointed out and therefore 
bottlers who use over a 
million tons of it have an 
important stake in the ad- 
ministration’s sugar pro- 
gram. 





LAWRENCE MYERS 
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YOUR OWN PORTABLE REFRIGERATOR 
MADE TO YOUR SPECIFICATIONS 


For year around sales here’s a salesman that is 
tops! KampKold Portable Refrigerators, made 
to order with your brand name stamped, em- 
bossed or applied with decals, sell for you con- 
stantly. 


It pays to pick KampKold for quality con- 
struction that matches that of the finest home 
refrigerator. Made by American Gas Machine 
Co., noted for fine craftsmanship in metal since 
1896. 58 years of experience is your assurance of 
quality. KampKold’s finer features make it easier 
to demonstrate, easier to use, easier to sell! 





FINER FEATURES 
FOR MORE SALES 





Your choice of 6 models in steel and 4 models in alumi- 
num — Models for every need in every price range. 










@ Color Schemed to Your Specifications 
@ Fiberglas Insulation 

@ Vacuum-type Construction 

@ All Aluminum Interior 

@ Strong Steel Exterior 


@ Recessed Drain Plug Will Not Get Bent or 
Broken 















1K Aw 7 Me ~ 4 storage 
Ty | . pe 2 ee ary Fen ond milk @ Exclusive ''Cam Lock” Handles with Bottle 
lo’ + ee a me time! storage: Opener Built In 
List of national soft drink bottlers and breweries 
4 y. 3 presently using KampKold available on request. 


maximum wet stor 
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WRITE TODAY FOR COMPLETE 
INFORMATION AND PRICES 


AMERICAN GAS MACHINE CO. 


Division of Queen Stove Works 
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BYES carriers 


- Every one a Shopper Stopp 


tional talk, “Prescription For Living,” was heartily 
applauded; Mike Michaels, Editor, Mid Continent 
Bottler, who discussed the deveiopment of the 
canned beverages on the West Coast 

The association honored Jim Yuncker, Coca-Cola 
bottler of Indianapolis, for his many years of effort 
in and work for the association. A beautiful plaque, 
suitably inscribed, was presented to Mr. Yuncker by 
Ben Domont. 


President Ben Domont presents Jim Yuncker, Coca- 
Cola bottler of Indianapolis, with a plaque suitably 
engraved testifying to Mr. Yuncker’s many years of 
association work. 





All officers and directors were re-elected. They 
are President Ben Domont, Pepsi-Cola Bottling Co., 
Indianapolis; Vice President, Amos Steury, Steury 
Bottling Co., Bluffton; Secretary-Treasurer, Joseph 
Cummins, Coca-Cola Bottling Co., Columbus. 

Directors: Tom Funk, Coca-Cola Bottling Co., 
Anderson; Ed Higgins, Pepsi-Cola Bottling Co., 
East Chicago, Ind.; Roy Kersting, Kersting Bot- 
tling Co., Evansville; D. Jones, Nehi Bottling Co., 
Richmond; Charles Hughes, Canada Dry Bottling 
Co., Warsaw; Robert Mershen, Clicquot Club Bot- 
tling Co., Madison; R. D. Alford, Double Cola Bot- 
tling Co., Franklin; Harris Berg, Seven-Up Bot- 
tling Co., Richmond; Pete Dunn, Dr. Pepper Bot- 
tling Co., Bloomington; Kelly Hall, Hall Beverages, 
Mishawaka; and M. Underwood, Coca-Cola Bottling 
Co., Terre Haute. 





ROBERT GAIR COMPANY, INC. 


AMERICAN COATING MILLS DIVISION 


ACM CARTONS CLAY COATED BOXBOARD 
General Sales Administrative Offices 
228 North LaSalle Street, Chicago 1, Illinois 


Special Representative GEORGE M. O’NEIL CO., INC. 
271 North Avenue, New Rochelle, New York 





7 GREEN RIVER 
is 
ROLLING! 
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IT'S A FRANCHISE 
é WORTH HAVING. 


{ GHERE RerResumENT LOND | LEARN ABOUT IT! 
er 


GREEN RIVER CORPORATION 


1926 W. 18th Street Chicago, Ill. 








National Bottlers’ Gazette 








526 Delegates Make 


Texas Biggest Covention 





Se es i 

Newly elected Board of Directors of Texas Longhorns 
comprises (1. to r.) Duane Berry, Crown Cork & Seal; Phil 
Denson, Knox Glass; Frank C. Pursley, Triple XXX: H. Lee 
Bedingfield, Temple Mfg. (President); Jack Wheeler. 


Owens-Illinois (Vice President); (not shown) Otis White- 


head, Otis Whitehead & Co. Secretary-Treasurer. 

















Officers and directors for the coming year (standing): L. E. Bryant, 7-Up, Tyler: Otis McMinn, 





y 
Dr. Pepper, Mt. Pleasant; Marvin Lewis, Royal Crown, Abilene; T. George Chase, Nesbitt, 
. Waco; Bubba Cowser, Coca-Cola, Center (sergeant-at-arms); E. A. Staats, Coca-Cola, New 
y Braunfels; Hugh Stanly, Barqs-Nesbitt, Victoria. (Seated): W. H. Whitfield, 7-Up, La Feria; 
h W. L. Dorris, Dr. Pepper. Fort Worth (first vice president); Clifton C. Carter, 7-Up, Bryan 
(president); J. Conrad Dunagan, Coca-Cola, Monahans (second vice president); Virgil 
Musick, 7-Up, San Angelo (secretary); Raymond McDaniel, Coca-Cola, Abilene (treasurer). 
Not included in picture are Don C. Black, Coca-Cola, Clarksville, newly-elected director. 
- and H. W. Shirley, Dr. Pepper, Childress, director with one more year to serve. 
Raymond F. Hall, manager Baker Hotel, Dallas (left) was 
g working for the 1955 Convention—on Robert Alford, Coca- 7 P : : : 
be Cola, Uvalde: W. H. Purdy, Atlanta Paper: T. N. Parker. - / HE 51st annual convention of Texas State Bot- other problems aided in the protection of each in- 
a Royal Crown, Fort Worth. P. S. He made the grade. tlers’ Association, held at Buccaneer Hotel, Galves- dividual bottler. 
‘ ton, on February 7, 8 and 9, was the group’s largest Reporting for the Legislative Committee, Sam 
" on record, with a total registration of 526 includ- Johnson, Laredo bottler, warned that Texas’ loss of 
' ing 179 bottlers’ ladies and 148 Longhorns. The the natural gas tax might spark renewed activity 
y three-day program included a Sunday night Social for a crown tax on carbonated beverages, but 
Hour and an excellent floor show at Monday night’s pointed out hopefully that with bottler Charles L. 
~ ' banquet and dance, held on Galveston’s Million Dol- Sandahl, Jr. (Pepsi-Cola, Austin) as a member of 
“WELC : lar Pier. The Texas Longhorns provided the enter- the Legislature’s Revenue Committee, such trouble 
3 Ric tainment at both affairs. might be killed in committee. 
> Nie ye : ; For the Membership Committee, Clifton C. Car- 
y Highlight of the well-attended meetings, which ; E ! ; : 
ter advised that over 80% of the 337 bottlers in 
were favorably reported on the front page of the sees 
J : ; Texas were Association members. 
Galveston morning newspaper, was an address by : n E R 
: : ‘ : Ovid R. Davis, Coca-Cola Company, roused 
Sen. Lyndon Johnson, Democratic minority leader, ‘a, : : 
: ¥ E laughter at the beginning of his address by stating 
who asserted that the current Congressional session a. ; ‘ 
: : that “advice from a parent company man costs 
would be one of achievement with his party aban- J, igs Sie “iy 
: ; : ; nothing unless you put it into practice!” He pointed 
doning the role of obstructive partisanship. : $ 
out that all industry problems were basically con- 
Edward Wagner of Cincinnati, ABCB board cerned with people, whether in labor relations or 
member, gave the keynote talk. He said that the public relations, and that bottlers should therefore 
M. C. McKinsey, Charles L. Sandahl Jr., Charles L. Sandahl original purpose of all trade associations, national, cultivate the habit of knowing their people and ex- 
Sr., all of Pepsi-Cola, Austin: Bobby Barrett, Double Cola state and local, was “protective,” and explained how plaining their problems. 
oil Co.; R. T. Curry, Dr. Pepper, Corsicana. ABCB’s committees on sugar, taxes, research and In an interesting portion of the program, bot- 
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Get 
just-right 
flavor 

balance 


WITH 


CERELOSE 


When Cerelose® brand dextrose is used in your 
syrup blending more flavor comes through... 
“over-sweetness” is avoided without sacrificing 
body. A properly balanced drink... body and 
flavor... gives the customer satisfaction, builds 
repeat sales. 


Easily soluble Cerelose is economical ...a fine 
quality product readily available in volume supply. 
Complete technical service is available without 
cost or obligation. We welcome specific technical 
inquiries in regard to production problems. 





CORN PRODUCTS REFINING COMPANY 


17 Battery Place, New York 4, N. Y. 








tlers from four corners of the State related current 
conditions in their several markets. The reports 
were followed by floor discussions which revealed 
that few sugar-free beverages were being marketed 
within the State, and that canned beverages were 
not yet a factor within Texas. 


TAKEN IN TEXAS 






In the lobby: Smoke Ballew, Smoke Ballew & Associates; 
Mr. and Mrs. Russell C. Moody, Big Top Flavors; W. F. 
McNamara, Dr. Pepper, Austin. 





Distaff side: Edna Erle McShan (Diversey) Patricia Goode 
and Mitzi Grimes (Crown Cork & Seal). 








In the Dr. Pepper hospitality room: Benny H. Combs, Wil- 
liam Philp, Robert Anderson, and Mr. & Mrs. W. H. 
Bertsch, Lubbock bottler (standing). 
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Souvenir of the Longhorns’ luncheon was a special place Ti ae , 
plate, here shown held by M. W. Fouche Jr.. Mundet Cork. | his is the modern woman—a very special 
who conceived the idea and took charge of its execution. darling of two great industries 





| Fashion leaders dote on her trim waist and 
| . 

| slender proportions, so easy to create for and 
| easy to fit. 


Insurance companies bless her because that 
slim and youthful look of hers demands a 
lighter, more sensible diet that keeps her in 
better health, adds years to her life. 


And among her most grateful admirers you 
can also count Pepsi-Cola and its independent 
bottlers everywhere. For by keeping pace with 
her wholesome trend in diet, today’s Pepsi 
has become more popular than ever! 

Pepsi-Cola is the modern, the light 
refreshment. Dry (not too sweet), 
reduced in calories, it refreshes 





—_ without filling. 
Relaxing in their own room! (1. to r.) C. Ray McClanahan, 












Jasper Bottling Co., Jasper; Bernard Callaway and Herman | You can get it in the familiar 
o L. Adams, Pepsi-Cola, Lufkin. economy bottle that serves 
two people, or in the smaller, 
le “_ rae 
| single-drink size for one. 
ins Have a Pepsi. 
Pepsi-Col: 
| Pepsi-Cola 
y, refreshes 
At Sunday night's buffet: (standing) C. W. Harrell, Royal ' I, fill; 
Crown, Fort Worth: Mr. and Mrs. Jim T. Anderson, Nesbitt- wit out l Ing 
; Grapette, Corsicana. (Seated) John J. Wall, Double Cola; al 
1 Miss Frances Jones; C. L. Barnhart, Mission Dry, Fort Worth. 
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New York Seven-Up Bottling Co. 
Wins Sales Championship 


For the second time in three years the New York 
Seven-Up Bottling Co., Inc., of New Rochelle, New 
York, a division of Joyce Seven-Up Bottlers, Inc., 
has won the National 7-Up Sales Championship, 
according to an announcement received from The 
Seven-Up Company, St. Louis, Missouri, by John M. 
Joyce Jr., President of the loca! bottling firm. 

Repeating its winning performance of 1951, the 
New Rochelle company in the 1953 contest, recently 
ended, achieved the highest sales record of all 7- 
Up plants throughout the United States serving 
population areas of one million or more persons. 
Sales championship of this group is emblematic of 
the top performance in the top classification among 
all the more than 500 7-Up plants throughout the 
country, Joyce stated. 

Two other Joyce 7-Up plants in Joiiet, Illinois and 
Bronx, New York finished second and third in the 
nation in this same top population group, acccord- 
ing to the announcement of the St. Louis parent 
firm. Other company plants in Madison, Wisconsin 
and Peoria, Illinois, were announced as national 
champions in the competition for plants serving 
populations areas of 750,000 and 500,000 respective- 
ly, thus accomplishing a clean sweep for plants 
operated by the Joyce 7-Up organization. 

In the national competition for individual 7-Up 
| salesman 38 members of the New York Seven-Up 
Bottling Co., Inc., won national awards for sales 
excellence. In all Joyce plants, 107 men were so 
| honored in the national contest, Joyce stated. ( 
In addition to Joyce, the firm has as its officers f 
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For the Crowning Performance, be sure 
your beverage crowns have the extra 


protection of Mundet cork liners... 

processed from the world’s best cork. Sidney P. Mudd, executive vice-president, John J. 
York and John P. McCann, vice-presidents for fi- 
nance and production. In charge of sales for various 
company areas are William S. Parilla, Peter T. Mur- 


Mundet Cork Corporation, Crown Division, : 
s 
phy and George J. Claussen, also vice-presidents. f 
t 


7101 Tonnelle Avenue, North Bergen, N. J. 








serves the World 


Mundet Crowns 


DOUBLE-COLA SALES MEETING | 
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MUNDET DISTRICT OFFICES 
*ATLANTA DALLAS 1 KANSAS CITY 7, MO. PHILADELPHIA 39 

339-41 Elizabeth Street, N.E. 601 Second Avenve 1428 St. Louis Avenue 856 N. 48th Street 

*BOSTON DETROIT 21 *LOS ANGELES (Maywood) ST. LOUIS 9 eet , ; 

57 Regent St. (No. Cambridge 40) 14401 Prairie Street 6116 Walker pm 3176 Brannon Avenve The Double-Cola territorial representatives met in Chat- 
*SAN FRANCISCO 7 | tanooga, Tenn., on January 14 and 15 to study the new | 
CHICAGO *HOUSTON 11 *MILWAUKEE 9 4 Grennan three! sales and advertising plans for 1954. Seated left to right N 
35 E. Wacker Drive 6601 Supply Row 4834 N. 35th Street Rie diiaedins are John Kirby, W. A. Wheland, Leonard Krick, Claude N 
CINCINNATI 2 JACKSONVILLE 6, FLA. “NEW ORLEANS 16 Mundet Cork & Insulation Ltd. Finley. In the back row. left to right, W. O. Rymer, John J. C 
427 West 4th Street 800 E. Bay St. 315-325 N. Front Street 35 Booth Avenue, Toronto Wall, D. T. Carnahan, Butler Derrick, W. H. Thead, J. E. ; 
*CROWNS CARRIED IN STOCK Ledford and Kyle Davis. ss 
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Labor Question Discussed at 
Mississippi-Louisiana Meeting 


Five-Day week, fair wages and fringe 
benefits will hold old employees and 
attract new ones, bottlers told .. . 
Higher prices stressed as urgent need. 


F vou half the interesting program arranged for 
the joint convention of Mississippi and Louisiana 
bottlers at Buena Vista Hotel, Biloxi, Miss., Jan. 
31, Feb. 1 and 2, was concerned with the possibility 
of labor problems occasioned by organization activi- 
ties contemplated by Teamsters and Machinists 
unions in the southeast. 

Sanders Rowland, Coca-Cola, Birmingham, told 
of his labor experiences during 18 years at Pitts- 
burgh, Pa., and advocated the five-day week as a 
way to circumvent organization. “If you have stops 
that must be serviced three times a week,” he said, 
“you may find our plan advantageous. We make 
such stops Monday, Wednesday and Friday in one 
week; and Tuesday and Thursday in the alternate 
week, and everybody is happy.” 

C. Arthur Sullivan, Jackson attorney specializing 
in labor relations, pointed out that NLRB decisions 
and interpretations were constantly changing. “The 
best advice I can give you,” said he, “‘is to do noth- 
ing quickly!” 

R. Ed Southall, sales manager of Zetz 7-Up, New 
Orleans, recommended fair wages and fringe bene- 
fits to hold old employees and attract new ones. He 
made a dramatic plea for increased pricing by show- 
ing a stick of candy and a suit of underwear, and 


quoting the pre-war retail prices on them. Then he 
showed 1954 styles and packings—with retail prices 
far increased. “You cannot expect your fellow bot- 
tler to help you set your price,” Southall declared, 





New Booster officers: David G. Kieffer, Pure Carbonic, 
Miss. Pres.; Howard Gayden, Knox Glass, Miss. Secy.: 
George Harsh, Owens-Illinois, Pelican Pres.; P. Cameron 
Terry, Wyandotte, Pelican Secy.-Treas.; Seth Bucklen, 
Armstrong Cork, Pelican Vice-Pres. 











Top—J. W. Douglass, W. H. Hutchinson & Sons; Mary Shir- 
ley, Miller Hydro; J. S. Kelley, Hutchinson; A. W. Starnes, 
Laurens Glass. 


Center—Mrs. and Mr, R. E. Southall, Zetz 7-Up, New Or- 
leans; Art Boehmer, Zetz 7-Up, Baton Rouge. 


Bottom—Al Highers, Dr. Pepper, Alexandria, La.; Sam 
Alman I! and Sam Alman III, 7-Up, Gulfport; Sterling 
Gachassen, Grapette-Kist, New Iberia, La.; P. A. Jordan, 
Dr. Pepper, Baton Rouge; and Malcolm Howard, Dr. Pep- 
per, Columbus, Miss. 





WITH 10°* RUBBER TIRES 


Light Weight 
Durable 


Check these features and 
you will see why M/W 
Case Trucks have been 
accepted as the stand- 
ard for the bottling in- 
dustry. | 
Priced from 


$]'7-95 
toatable 
Prom Your Supplion 


Manufactured by Mode! 21 


Nocllenbrock & Wilke 


WASHINGTON, MO. 








BEVERAGE CASE TRUCK 











DELIGHTS EVERYONE! 








ILEMON Brough iiss sc'irie. conan 


5 STAR Half Lime and Lemon is a 
tangy, tasty, thirst-quenching blend 
that will appeal to your customers. 
Send for a free sample and let 5 STAR 


Half Lime and Lemon prove itself. 





UININE A hit everywhere! 
half ntee Write for besten 


LIME 























P & R Bottling Equipment 


Rugged . . . Economical . . . Reasonably Priced 


Water Cooling Unit 
Unscrambling Table 

Carton Packing Machines 
High Speed Beverage Mixer 
Standard Beverage Mixer 
Water Conditioning Unit 
Stainless Steel Tanks 


EACH PRODUCT IS BACKED BY 26 YEARS' 
EXPERIENCE IN SERVING BOTTLERS 


write Now | POTTER & RAYFIELD, inc. 


FOR DETAILS | p.o. BOX 1042, ATLANTA I, GA. 


Soaker Loader 

Conveyor Inspection Light 
Manual Inspection Light 

Activated Carbon Purifier 
Sand Filter 

Syrup Cooler 

Salvage Pump 
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Carrying on the 
High Standards 
of the Beverage Industry 











MICHAEL 


DIVISION 


W. ARE pleased to announce that we have acquired the bottling 
machinery assets of the Michael Yundt Company, Waukesha, Wis- 
consin, famous the world over as a leading designer and manufacturer 
of fine machinery for the bottling industry. 


In the future Michael Yundt Company will be a division of the 
Bottlematic Corporation, Cincinnati, and will manufacture for the 
beverage industry casers and uncasers, bottle washers, caustic filtra- 
tion systems, and bottle conveyer equipment. 


It is our intention to continue the fine traditions Michael Yundt 
established for high quality. We shall strive also to perpetuate the 
pioneering spirit that produced the Yundt Airbrush, Yundt Aspirator, 
Yundt caustic filtration system, automatic lubrication system and many 
other exclusive improvements . . . and to contribute fresh imagination 
and research, that we may continue to earn the support of the bottling 
industry. 


E. C. Price 


Chairman of the Board 


C. J. Mc Hugh 


President 


CINCINNATI 2, OHIO 


‘ 7 THE 
wt [polllemalic cove. 


DANIO]. 





Top—Liquid Carbonic personnel at ease: Allen Rowell, 
Mrs. A. A. Renaudin, B. L. Lewis, M. O. Delgado Jr., A. A, 
Renaudin, C. B. Palmer. 


Bottom—In Miller Hydro hospitality room: Joseph M. San- 
grouber, Coca-Cola, Mobile; R. W. Starnes, Laurens Glass; 
Mrs. Ruby Sangrouber; Mrs. Belva LaCroix; Mary Scott. 
Coca-Cola, Alexandria; Paul J. LaCroix, Coca-Cola, New 
Orleans. Standing at right, Melvin H. Nussbaum, the host. 





FEED TIME IN BILOXI 


Lining up for the buffet dinner served at the Mississippi- 
Louisiana bottlers joint convention, held in Biloxi, Miss., 
everybody wore giant paper apron-bibs. In the fore- 
ground, left to right, Mrs. M. C. Broker, Gideon-Anderson 
and Mr. Lee Bedingfield, Temple Mfg. Co. 
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LOUISIANA AND MISSISSIPPI ASSOCIATIONS ELECT OFFICERS 


L. to r.—A. C. Highers, Jr., Dr. Pepper, Alexandria, secretary-treasurer; Joe Robertson, Coca- 
Cola, Homer, vice-president; Harry England, Gulf Bottlers, New Orleans, president; O. A. 
Boehmer, Zetz Seven-Up Bottling Co., Baton Rouge, retiring president. 





Mississippi Association directors (standing): Clark Pierce, Nehi, Meridian; C. C. Clark, 
Coca-Cola, Aberdeen: Dr. C. R. Bowman, Coca-Cola, Jackson; Lamar Lowry, Barg’s, Green- 
ville; and Sam Alman III, 7-Up, Gulfport. Seated: Hollis Kinsey, Pepsi-Cola, Tupelo, Presi- 
dent; R. E. Allums, Nehi, Ellisville, Vice President; H. Ed. King, Executive Secretary, William 
McGill, New Albany. 








revealing that price increases had been put into 
effect in four Zetz plants without considering other 
bottlers, and has been successful. “Time and work,” 
he stated succinctly, “will solve every selling prob- 












: presents a N E W 
SPECIAL 


PROMOTIONAL 
PROGRAM 








This sensational | 
NEW PLAN 
will give you 


REAL FACTS ON HOW 
TO INCREASE PROFITS 





SEND FOR IT 
TODAY! 


This Plan shows you how to cope 
with costs. It tells you how to meet 
and master your present problems. 
It tells you how you can build a 
bigger business based on larger 
profits . . . and increased sales. 


WRITE 
PHONE 


OR WIRE TO 





SUN SPOT COMPANY OF AMERICA 
1500 RIDGELY ST. - BALTIMORE 30, MD. 
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lem. Lee Price, Coca-Cola Company, gave an inspirational 
Earlier in the program, Frank Snell, Jr., Coca- 
Cola, Jacksonville, Fla., spoke as an ABCB director 


to tell of that organization’s accomplishments; and 


address. 
A total of nearly 150 bottlers from both states 
were registered, plus some 93 supply men. 








DISPLAY DOES THE SELLING- FRONTIER SETS THE PACE! 
BUY RACKS NOW FOR MORE PEAK SEASON PROFITS! 





DON'T LET SUMMER MONTHS—your big selling 
season—FIND YOU WITHOUT A GOOD SUPPLY 
OF FRONTIER DISPLAY RACKS...for more sales! 


IN EVERY MODERN SELF-SERVICE STORE, FRON- 
TIER RACKS ARE THE SALESMEN WHO GREET 
THE CUSTOMER AND INVITE MORE CARTON 
AND CASE SALES. 


BOTTLERS GET “out in front” STORE LOCATION 
ON ATTRACTIVE FRONTIER DISPLAY RACKS — 
PLUS DAY AND NIGHT ADVERTISING! 


NOW IS THE TIME TO GET SET 


FOR A BIGGER PROFIT SEASON! MANUFACTURING CO. 


BOX 7346 
DALLAS, TEXAS 


FRONTIER 
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GOOD USED 
EQUIPMENT 


At Sacrifice Prices! 


YOU caN SAVE 
money NOW! 





Washington Bottlers Urged to 
Sell the Public on Soft Drinks 


@ onrwence in the future of the nation, of the 
bottling industry’s ability to stave off threats of the 
canned, powdered and non-sweetener competitors, 


No. W-70 eg ney Soaker, os ag the inevitable growth of the Pacific Northwest, and 
oe i a bx , ow ee $600.00 a brass-tacks approach of “get down to business 
No. W-75 E & haves gna wide, 60 case 4 and sell for all your worth” virtually rattled the 
our. Good condition — except needs , 
carrier plate replacement. .................... $500.00 rafters at the 37th annual convention of the Wash- 
No. CA-69 Liquid Red paseo Carbonator, 200 ington Bottlers of Carbonated Beverages in Ta- 
gal. Excellent condition. hie 2m $500.00 : > : 
No. CO-288 Full roller conveyor, 14!/2"" wide, 2" coma, Washington, in early February. 
emeene th ee, eee of $2.00 ft. President Louis deMoise of Chehalis, L. -& B. 
Note: Many feet of other sizes in good Bottling, set the stage for the series of down-to- 
condition. ; rien uemataere $2.00 ft 


Other good used equipment available 
WRITE TODAY for SACRIFICE Prices! 





earth and good-common-sense talks by telling the 
250 delegates ... largest in history ... that the 
Pacific Northwest is on the verge of a tremendous 





Re-elected officers of the Washington Bottlers’ association, 


No. A-66 —_ Liquid Mixer, 15 head, right hand feed, industrial and population growth. named at 37th annual convention in Tacoma, Washington. 
variable speed. Reconditioned and ie > : ; Left to right, front row, Mrs. Ellen Conlen, Highland Pacific 
guaranteed. seeseteeeeeeees This . . . will mean more volume,” deMoise de- Beverage, Mt. Vernon, treasurer; President deMoise, L. & E. 
No. CA-66 Liquid Carbonator, 300 gal. new stain- |  clared, “yes, more volume in our beverage plants, Bottling, Chehalis, and John Noel, Jr., Pepsi-Cola, Yakima, 
less steel liner complete. Reconditioned r secretary: back row, Executive Secretary Ed Smith of 
and guaranteed. . aes He more case sales on our route trucks. The tools to Seattle, and Vice President Art Rabe, Seven-Up, Spokane. 
No. CC-40 Adriance Duplex Crowner. Recondi- 


tioned and guaranteed. ..... ree eerie 

No. CO-293 Geo. Meyer Accumulator Table 29" x | 
| 

| 


EASE SALES 


ST COMPLETE 


IN 


AMERICA'S 
AND F 


20" with motor. .............. ’ 
Dixie, Model "C" Filler with automatic 
feed, complete with motor and all 
parts. Reconditioned and guaranteed. 
D'xie, Model ''B" converted to Model 
"C". Complete with motor and all 
parts. Hand Feed. Reconditioned and 
guaranteed. 


No. FG-157 









No. FG-174 


Buy 





No. H-3 Liquid, CO-2 electric heater. Recon- 
ditioned and guaranteed. 7 | 
No. L-113  Ermold straight-line automatic multiple 
labeler, model 70, 6 wide, body, neck, 
and foil. Excellent condition. aa 
No. X-426 Howe platform scale, double beam, 





1500 Ib. capacity. ....... 


Quartz and carbon water filters in various diameters: 
20", 24" 30". Reconditioned and guaranteed. 
Five Semi-automatic labelers, various sizes, recondi- 
tioned. 

Two World fully automatic rotary labelers. 75-80 bot- 
tles per minute. Reconditioned and guaranteed. 
Water Polishers—disc filters—various sizes: 13!/2", 18", 
21" diameters. Reconditioned and guaranteed. 
Glass-lined storage and mixing tanks. Excellent condi- 
tion. 60 gal., 100 gal., 500 gal., 600 gal. 
Lomax JR-50 and SR-60 Syrup Makers and Filters. 
Reconditioned and guaranteed. 
Stainless Steel storage and mixing tanks. Excellent con- 
dition. 24 gal., 60 gal., 100 gal., 140 gal. 

Two 150 # Dry Ice Converters. 

Used Motors of various horsepowers and specifications. ; ; : : 
Used Pumps: Sanitary and Industrial, Centrifugal and oes phi se hg | 
rotary—iron, bronze, nickel alloy, stainless steel. formance that tells—and sells! 
Also many of the following in good condition: Coun- The BEVCO 5-year warranty 
ters, hose, syrup spies, strainers, scales, time clock. uarantees superior service. 


ccessories that are sales 
WRITE TODAY for complete specifications on the makers — water equipment, 
equipment in which you are interested. 





c. co Tufbilt 
Beverage Cases 


ECONOMY ... is what you get when you buy Gaco 

Tufbilt Beverage Cases. Bottlers records show more 

than ten years’ service for many Gaco Cases. You 

add economy through availability of standard replace- 

ment parts. Send us your order today . . . see why 
Gaco Cases... 


LOOK BETTER 
LAST LONGER 


Specify 























they GIVE 


PERFORMANCES Ceca 


YEAR AFTER YEAR! 


Standard 
replacement parts. 








dividers, casters, stainless in- 
teriors, exteriors available on 
all models. 


RESULTS COUNT! 


The BEVCO Company, Inc. 


LOUIS 18, MO 





FILPACO INDUSTRIES 


The Filter Paper Company 
Dept. UE, 2414 S. Michigan Avenue, Chicago 16, Ill. 


GIDEON - ANDERSON 


WRITE FOR | 


CATALOG A-l GIDEON 


MISSOURI 





3316-28 S. BROADWAY « ST 





66 National Bottlers’ Gazette 








Need for down-to-earth selling and mer- 
chandising stressed at 37th annual 
convention held in Tacoma . . . Large 
industrial and population growth fore- 
cast for Pacific Northwest with 
tremendous potential market for soft 
drink industry. 


do a job are always on hand; all we must do is 
check them out and put them to work.” 

A promising future permeated the two-day ses- 
sions, but also present was the undercurrent that 
“you'd better get out and really sell, for the future 
won’t take care of itself without your taking ad- 
vantage of the opportunities.” 

Before getting into the work sessions with talks 
by leading industry executives from coast to coast, 
the delegates heard Washington’s governor, Arthur 
B. Langlie, declare that he saw nothing but oppor- 





™ tunity ahead. ‘We now have a President who has 
E. a head and a heart. He’s trying to put fiscal prob- 
a lems on a sound basis and in focus.” 

° 

e. “There is the opportunity in the days ahead to 


solve our problems and to have a stable prosperity 
built on peace. World trade can be developed with- 


out demoralizing our future .. . security is some- 


thing more than just the federal government, it’s 
family, friends and community. 

“The blessed things about America is the oppor- 
tunity to make something of ourselves, of our com- 
munities.” Langlie appealed to the bottlers to solve 
government problems on the local level, for “doing 
things at home can be done for less money than 
by the federal government. Do these things at home 
and taxes are bound to come down.” 

Governor Langlie cited Washington state’s “traf- 
fic war” as an example of taxes being lowered. In 
three months’ time the state’s reduction of traffic 
accidents and fatalities has saved $8,000,000. “We'll 
save $20,000,000 a year if deaths drop 25 per cent, 
and this means insurance will come down. If insur- 
ance comes down, so will other costs.” 


The convention heard over and over about the - 


value of sound advertising, how public relations 
pays off in the plant and in the field. Speakers who 
had voiced themselves strenuously in favor of good 
advertising and sensible public relations as neces- 
sary tools for the industry were John T. Hunsaker, 
vice president, Nesbitt Fruit Products Co., Los An- 
geles; Clarence Walker, public relations department 
for Coca-Cola Co., Atlanta, Ga.; Rilea W. Doe, 
vice president of Safeway Stores, Oakland, Calif., 
and Bill Jay, vice president of Squirt Company, 
Beverly Hills, Calif. 

Hunsaker insisted that “soft drinks, which are an 































A. Maurice Davis. Pacific 
Coast manager, Liberty 
Glass Co., Sapulpa, Okla, 
addressing the Washington 
Bottlers prior to showing of 
film, “I Am Glass.” 


Bill Jay, vice president of 
Squirt Company. Boverly 
Hills, Calif.. who addressed 
the 37th annual convention 
of Washington Bottlers’, Ta- 
coma, on “Let's Look at a 
Soft Drink Bottler.” 


impulse item, need advertising if you are going to 
get results. The better the management, the better 
the advertising is going to be. You are fortunate 
here, for Washington is above average in both re- 
spects.” He made a strong appeal to the conven- 
tion to launch an advertising campaign for “selling 
the public on the soft drink industry” and for the 
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Full-opening for easy cleaning and inspection, 
Dry Ice Converters require no power, no refriger- 
ation, no operating costs. Use full-sized 50-Ib 
R cakes of dry ice or liquid CO,. Work equally well 
with either. Will quickly pay for themselves 
through gas savings. Variety of sizes available 
for either vertical or horizontal installation. 





Write for complete details, prices 


DRY ICE CONVERTER 
CORPORATION 


Dept. C., Bex 1652, Tulsa, Okla. 


DRY ICE 
CONVERTER CORP. 


TULSA, OKLAHOMA 
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Chan ou 
aefrcagne 
GINGER ALE - - 


ARTISTICALLY COLORFUL 
PRICED LOWER THAN YOU THINK 


HAS MAGIC EYE APPEAL - THAT ADDS TREMENDOUSLY 
TO THE IMPULSE-BUY-APPEAL 


em PACKED WITH SALESMANSHIP 





OUR SERVICE EMBRACES EVERY STEP IN THE DEVELOPMENT AND PRINTING 


OF YOUR LABELS, DECALS & POINT OF SALE DISPLAYS INCLUDING THE 
ORIGINAL DESIGN -FINISHED ART WORK & DELIVERY OF PRINTED MATERIAL. 











SPIELMAN COMPANY ING 


161 LEVERINGTON AVE., PHILADELPHIA 27, PA. 











p ENN Crowns 


SPECIAL 
or STOCK 















SPOT 
or 


REGULAR 








For more than 20 years a reliable 
source of supply for precision- 
made... handsomely 
lithographed 
CROWNS for the 
bottling industry. 


PENN 


CORK & CLOSURES, INC. 
1155 Manhattan Ave., Brooklyn 22, N. Y. 
EVergreen 9-4416 


We also 
manufacture 
Screw caps 
from 18mm 

to 89mm. 
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return of empty bottles. The convention voted 
$1,000 for a year’s campaign on the empty bottle 
situation, deciding to place copy every other month 
in the Washington State Retail Grocers and Meat 
Dealers’ magazine. 

“One of the most important things that an asso- 
ciation can do,” Hunsaker pointed out, “is to carry 
on an effective advertising campaign to improve 
sales.” 

Bottlers heard that gross profits should be higher, 
that they should be about 27% to 30% of sales, 
according to A.B.C.B. Director Edwin F. Wagner 
of Madison, Ill. He traced the world sugar price 
situation, appealed for wide-awake legislation com- 
mittee by the industry, and said that the industry 
needs “more public relations.” 

“Our greatest job,” said Wagner, “is selling. We 
still need more unity, coordination and construc- 
tive understanding. We need to follow the universal 
law of the Golden Rule.” 

Wagner felt that canned and non-nutrition bever- 
ages do have a place in the industry, an opposite 
view of that taken by John T. Tabor, assistant to 
the president of Seven-Up, St. Louis, but that they 
should be merchandised for what they are and not 
as products of the soft drink industry. 

Tabor said he could see only a limited market in 
the non-sweeteners, the diet drinks, and pointed 
out the fallacy of the sugar-tooth decay advocates. 
“Why both milk and grapefruit,” Tabor said, “have 
more sugar in them than the bottle of carbonated 
beverage that these tooth decay advocates scream 
about. 
with these 
things.” Tabor could see nothing but an unlimited 
future ahead, and said that he favored the increas- 
ing of prices, if “it made for sound business.” He 
emphasized selling, advertising and merchandising 
as the real, beneficial and necessary tools to help the 
industry. 


“Let’s not confuse our products 


How to keep on one’s toes in merchandising was 
outlined by Earl D. Steimer, manager of market 
development for Owens-Illinois Co. He stressed spe- 


START BOTTLING 


Cash in on this a 


popular sure profit, a 
year ‘round beverage 


KAYO... the leader 
in Chocolate Drinks for 
over 25 years 


CHOCOLATE PRODUCTS CO.” 


415 WEST SCOTT STREET, CHICAGO 10, ILLINOIS 








SUPPLYMEN MEET... 


The Indian Boosters attend- 
ing the convention. The 
suppliers, associate mem- 
bers of the convention 
group were called into 
session by K. A. Moores, 
K. A. Moores & Co. of Seat- 
tle. Max E. Bunnell, Owens- 
Illinois Glass Co., Seattle, 
is secretary-treasurer. 


cial wraps for added sales at various seasons, using 
two and three different store locations for sales test- 
ing ideas before going into them too strongly. 

“Above all,” Steimer said, “take a few gambles. 
The life-blood of business is taking a gamble on 
promotion.” 

Vice president Bill Jay, Squirt Company, Beverly 
Hills, sized up the aggressive, sales-getting bottler 
as one who is enthusiastic, whose enthusiasm is re- 
flected in his organization, who has inner drive, who 
recognizes the need for moving the product from 
the retail shelf to the consumer, who gears his 
advertising and merchandising to moving these 
products, and who is hard to find at the plant. 

“This hard-hitting bottler will be found there 
(the plant) at 8 a.m., not at 9. He knows the im- 
portance of his sales function to his organization, 
and he’s out in the field talking to his outlets. Too 
many bottlers find it too easy to stay in the plant.” 

Copies of the sugar-tooth decay booklet published 
by the California-Nevada association will be pur- 
chased by Washington Bottlers and distributed to 
high schools and P.T.A. groups, the delegates being 
instructed of this by convention resolution. 


TARR, 


STATIONARY 
BOTTLE 
OPENERS 


Eliminate loss of 
bottles and contents. 
Prevent danger to 
the public. 

Have long life. 


Brown Manufacturing Co., Inc. 
NEWPORT NEWS, VA. 


The World’s 








Tony Garcia, president of Western Bottling, Spo- 
kane, was honored by the convention, being given 
a vote of thanks by resolution for his attendance 
at every Washington Bottlers convention since 1917. 
The resolution directed Tony to attend every one 
of the next 37 conventions, also. 

Yakima was voted the convention city for 1955. 

All officers were re-elected for the ensuing year. 
New directors named for three-year terms on the 
board were W. R. Windmiller, Coca-Cola, Seattle, 
and Stan Eland, Quench-Nesbitt, Seattle. 

Officers serving for another year include Presi- 
dent Louis deMoise, Chehalis, L. & E. Bottling; 
Vice President, Art Rabe, Seven-Up, Spokane; Sec- 
retary, John Noel, Jr., Pepsi-Cola, Yakima; Treas- 
urer, Mrs. Ellen Conlen, Highland-Pacific Beverage, 
Mt. Vernon, and Executive Secretary, Ed. Smith, 
of Seattle. 

Co-chairmen of convention arrangements were 
George Cicovich, White Rock Bottling, Tacoma, and 
Bill Cammarano, Cammarano Brothers, Tacoma. 
Delegates from as far away as Alaska attended the 
convention, declared by officials as the “finest we’ve 
ever had.” 





For over 30 years ...FAMOUS FOR 


GINGER ALE 


MONTE CRISTC - --- THESCO 


—two favorites with bottlers who want the best! 
A Full Line Of Distinctive Quality Flavors 


| THEALL & PILE, INC. 297 Pearl Street 


New York City 38,N.Y. 
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Directors of Washington Bottlers of Carbonated Beverages, 
shown at 37th annual convention, Tacoma, Washington. 
Front row, left to right, Phii Cammarano, Cammarano 
Brothers, Tacoma; Stan Eland, Quench-Nesbitt, Seattle, 
newly elected to three-year term; Al Roth, Jr., Coca-Cola, 
Wenatchee. Back row. left to right, Jack Farrell, Seven-Up, 
Walla Walla: W. R. Windmiller, Coca-Cola, Seattie, newly- 
elected to three-year term; Ivor Smith, Smith Beverages, 
Port Angeles, and Ex-Officio Member Harold Corwin, 
Pepsi-Cola, Vancouver. 











Top—Tony Garcea, center, president of Western Bottling, 
Spokane, Wash., receives congratulations from Associa- 
tion Pres. Louis deMoise, left, L. & E. Bottling, Chehalis, 
on his perfect attendance of all 37 association conventions. 
Looking on, right, is association executive secretary, Ed 
Smith of Seattle. 


Bottom—Left to right, President Louis deMoise, of Wash- 
ington Bottlers of Carbonated Beverages; center, Gov. 
Arthur B. Langlie, who addressed the group opening day; 
and George Cicovich, White Rock Bottling, Tacoma, co- 
chairman of convention details. 


March, 1954 














Other Merck Products 
for the Bofttler: 


Lactic Acid 
Phosphoric Acid 
Tartaric Acid 
Sodium Citrate 
Sodium Benzoate 
Mineral Salts 
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Merck Anhydrous Citric Acid will enhance the flavor of your 
carbonated beverages just as effectively as Citric Acid U.S.P. 
and, at the same time, save you money. Approximately 814 
per cent of water has been removed in forming the anhydrous 
product. Storage, shipping, and handling costs are 
correspondingly reduced. 


(DRY) 












MERCK & CO., INC. 


Manufacturing Chemists 


RAHWAY, NEW JERSEY 


tn Canada: MERCK & CO. Limited—Montreal 
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New Constitution Adopted 
at Kentucky Annual Convention 


Interesting speakers, new constitution, and association 


name change mark forty-second convention program 


A untucxy state bottlers were chal- 
lenged to take a dynamic view of 1954 
as a year of sales opportunity rather 
than recession. 


“This year will be what you make 
it” was the theme sounded by Edgar 
J. Forio, vice president of The Coca- 
Cola Co., Atlanta, Ga., at the forty- 
second annual convention of the Ken- 
tucky State Bottlers Association held 
at the Brown Hotel in Louisville on 
February 18 and 19. Speaking before 
an assembled group of more than 140 
bottlers, Mr. Forio indicated that the 
crying need for America was a real 
good dose of salesmanship. “In the 
next ten years,” he said, “it is possible 
that the United States will experience 
a continued growth of 28 million more 


é Ke hissenr 


Sets the 


GINGERS « CREAM ° 


We also feature the complete Conron line. 


<\g Full line of Soda Water Flavors. Write for Samples & Prices. 


STANDARD 
For Brisk Weather 


Sales of High Quality FLAVORS 
LEMON 


Labels and crowns available for sugar-free beverages. 
Quinine Water—! Oz. Crowns available for Quinine. 
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people. “People,” he continued, “are 
our business, our opportunities, our 
horizons ... but they do not take the 
place of a sound sales policy.” 

Indicating that there is a constant 
race in this country between the 
standard of living and the cost of liv- 
ing, which is constantly increasing, 
Mr. Forio pointed out that an increase 
of population or an increase in the 
standard of living does not indicate 
an automatic demand for soft drinks. 
“Tt’s what we do that counts in mak- 
ing the population want our product,” 
he added. 

Advertising, according to Mr. Forio, 
is a continuing process and as chil- 
dren are born or new people come into 
the market for soft drinks they must 


be sold; a continuing parade of people 
must be taught about carbonated bev- 
erages. 

“While our industry lacks the gla- 
mour and drama of new dresses, new 
automobiles and other consumer prod- 
ucts, we must work harder and with 
continued effort to promote the prod- 
ucts of our industry if we are to con- 
tinue to grow,” he said in emphasiz- 
ing the need for better merchandis- 
ing and sales promotion. 

“Selling,” he stated, “is like public 
relations and vice-versa. It is the de- 
sire on the part of the business to 
make friends in a sound business 
philosphy. Public relations is nothing 
more than an extension of manage- 
ment’s desire to do business with the 
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“CHOK-A-FIZZ” 


CHOCOLATE SODA IN BOTTLES 


The Only Real Chocolate Carbonated Drink — Finest 
Quality — Good Profit Maker — No Special Bottling 
Equipment Needed — Public Accepted — Franchises 


for complete information write direct to: 


CHOK-A-FIZZ PRODUCTS CO. 


4508 S. ASHLAND AVENUE 





CHICAGO 9, ILLINOIS 











CAN YOU AFFORD 


NOT TO HAVE A B-1 FRANCHISE 


@ What Are Lemon-Lime Sales in Your Territory Today ? ? ? 





@ What Do You Think of the Potential Two, Three, Five Years From Now ? ? ? 


@ Where Will This Increased Business Come From ? ? ? 


© What Franchise Would Best Equip You to Get A Substantial Share of This Business??? 


YOUR TERRITORY MAY BE OPEN. FOR DETAILS WRITE, WIRE, PHONE 


B-1 BEVERAGE CO., 2301 Hampton Ave., St. Louis, Mo. — Phone: Mission 1860 








HEADS KENTUCKY ASSOCIATION ... 


C. A. “Pete” Thomas, president of the Kentucky State Bot- 
tlers Association opened the forty-second annual conven- 
tion held in the Brown Hotel in Louisville in mid-February. 





public and build up good consumer 
loyalty. Tomorrow’s business must be 
more than an accident. The horizon in 
our industry has tremendous possibili- 
ties for profit and growth ... we have 
scarcely scratched the surface. In 
salesmanship, the man who brings 
home the bacon does not stumble on it 
on the way home ... he specializes in 
bringing home the bacon.” 


He urged bottlers to remember that 
whenever a business is at the point 
when it does the community a favor 
it is on the down grade. Growing 
businesses, according to Mr. Forio, 
must grow with humility. “While we 
cannot always create the business 
climate,” Mr. Forio emphasized, “we 
can learn to live in the climate . . . we 
must analyze where we are and to in- 
tegrate our business with the: times 
in order to take advantage of the po- 
tential in our horizon.” 

Explaining that our customers and 
dealers can become our best salesmen, 
he urged the Kentucky bottlers as- 
sembled at the convention to include 
an attitude toward the public that will 
make the public want to do business 
with the soft drink industry. “This 
business responds to good merchandis- 
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ing and salesmanship,” he concluded, 
“like no other business. Let us spe- 
cialize in bringing home the bacon.” 

Confirmation of the need for intell- 
igent selling was capably demon- 
strated by Ben Wells, vice president 
of The Seven-Up Company, St. Louis, 
Mo. In addition to a very interesting 
and dramatic presentation outlining 
the Charter Subscribers of Men of 
Distinction, he emphasized the need 
for selling “when the heart is warm 
and the head is cool.’ According to 
Mr. Wells this breaks down into a 
simple formula: “I like you Mr. Cus- 
tomer ...my heart is warm for you 
and your interests. My head is cool... 
so I can show you what my products 
will do for you. You like me and you 
will buy from me.” 

Indicating that high pressure Pete 
is a thing of the past in modern sales- 
manship, Mr. Wells explained that 
a good salesman is one who sells goods 
that won’t come back, to customers 
who will. 

An impressive banquet and dance 
marked the evening program and reg- 
istrants had an opportunity to forget 
business problems and enjoy a very 
outstanding entertainment program 
prepared by the association’s commit- 
tee. 

On the closing day of the conven- 
tion, Thomas F. Mansfield, Sec- 
retary of the New Jersey Bottlers of 
Carbonated Beverages, Montclair, 
N. J., and representative’ for the 
A.B.C.B., covered the subject of trade 
associations in his speech “A Brighter 
Tomorrow.” “We cannot afford to let 
the dental profession destroy our 
business and we must be ever alert 
and militant against those who seek 
to attack our industry,” he added. 

The current trends in soft drink 
containers were reviewed in a talk 
made by Bradford McFadden, publish- 
er of The American Bottler. 

Advantages and disadvantages of 
packaging in cans were carefully out- 
lined by Mr. McFadden and an attempt 
made to provide the Kentucky bottlers 
with a means of intelligently apprais- 
ing the problem. 

The convention was concluded with 
the adoption of a new constitution 
and by-laws in which the official or- 
ganization name was changed to the 

















































Y carbonating and cooling mix to 36°F., the 7up Bottling Co., Columbus, 

Ohio, avoid foaming problems, and can run their filler at exceptionally high 
speeds. The present filling rate is 300 BPM. A speed of 340 BPM has been 
reached, but filling is now controlled by two 150 BPM electronic inspection lights. 





Mojonnier Model 24-20 


Carhaitieale Giek om, High productive capacity which increases output and reduces overhead, are im- 
pacity to cool and car- portant advantages of Mojonnier Carbo-Coolers. On Meyer premix operations, 
ras oP tho Ag ogy the Carbo-Cooler is used to do the complete cooling and carbonating job. On 

unit le Installed inthe conventional operations, the Mojonnier Carbo-Cooler and the Mojonnier Syrup 
plant of the 7up Bottling Cooler make an effective combination for fast, foamless filling. 

Co., Columbus, Ohio. it , ; ; : : 

is one of 8 Cisintaalon Mojonnier Carbo-Coolers can be used interchangeably with conventional or pre- 
operated by this mix fillers of all makes. Models are available in capacities from 90 to 3600 GPH. 
company. 


For complete information, write for Bulletin 181. 
MOJONNIER BROS. CO. © 4601 WEST OHIO STREET © CHICAGO 44, ILLINOIS 


( Metennien CARBO-COOLERS ) 











ALSO SYRUP COOLERS AND WATER COOLERS 
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DOUBLE — 
COLA 


Kentucky Bottlers of Carbonated Beverages. 

New officers elected for 1954 were: C. A. Thomas, 
president, Beverages, Inc., Hopkinsville; Fred B. 
Welch, first vice president, Pepsi-Cola, Louisville; 
Hassell Tacket, second vice president, East Kentucky 
Beverage Co., Hazard: N. B. McRee, third vice 
president, Central City Coca-Cola; Cal T. Schmidt, 
secretary-treasurer, Coca-Cola, Louisville. 





PICTURED AT KENTUCKY CONVENTION 





Newly elected officers for the Kentucky Bottlers of Car- 
bonated Beverages are: left to right: C. A. Thomas, presi- 
dent; Cal T. Schmidt, secretary-treasurer; Hassell Tackett, 
second vice president; Fred B. Welch, first vice president 
and N. B. McRee, third vice president. 





Stanley Atkinson (left) Pepsi-Cola, Evansville, Ind., stops 
to chat with Tom Mansfield, Secretary of New Jersey Bot- 
tlers of Carbonated Beverages, at the Kentucky State 
Bottlers convention held in Louisville. 





They Got Enuf! 


Burglars broke into the Canada Dry Bottling Co. 
plant at 2000 South Third Street, Terre Haute and 
ransacked the place. They got nothing but Enuf. 

Richard O’Hair, manager of the plant reported 
the burglary to local police. The burglars broke the 
skylight and ransacked the office and opened the 
mail looking for money. 

“They didn’t find any money or other valuables.” 
said Mr. O’Hair, “but they did take Enuf—several 
cases of it.” 

Mr. O’Hair explained that “Dr. Enuf” is the name 
of a new drink the company is bottling. 
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W. C. Skinner Joins Old Faithful 
Beverage Co. 


R. H. Rust, President of the Old Faithful Bev- 
erage Company of Idaho Falls, Idaho, bottlers of 
Kist Beverages, has announced the appointment of 
W. C. Skinner as Executive Vice President. 

Mr. Skinner comes to the beverage business from 
the position of Vice President of the Idaho Falls 
First Security Bank and has a wide and varied 
business career behind him. In addition to his many 
civic activities, Mr. Skinner is at present, Director 
of the Idaho Fails Kiwanis Club as well as past 
Director and Vice President of the Idaho Falls 
Chamber of Commerce and past President of the 
Pocatella Chamber of Commerce. 


Shasta Water Sales Soar 

Reflected in the financial statement issued by 
Shasta Water Co., 
packing of soft drinks in flat top cans. 


San Francisco, is the company’s 


For the six months ended December 31, 1953, 
gross sales totaled $488,473. This represents an in- 
crease of approximately 90 per cent over sales of 
$241,543 for the corresponding 1952 period. Presi- 
dent William Busick reported. 

He attributed the substantial increase to the 
“unprecedented” consumer acceptance of Shasta’s 
recent packaging of soft drinks in flat top cans. 

Earnings for the six months period ended De- 
cember 31, 1953 were $16,535 or 66 cents a share. 
This is about the same as the corresponding period 
last year, Busick said. 

Meanwhile, directors declared a dividend of 25 
cents a share, payable February 15 to stockholders 
of record February This action will bring total 
disbursements for the fiscal year to date to 50 


cents a share. 


New Franchises Signed by Bireley's 

The Bireley’s Division of the General Foods Cor- 
poration, recently announced the signing of fran- 
chises in the following cities: Swainsboro, Ga.; 
Salinas, Cal.; Chadron, Neb.; Alliance, Neb.; Henry, 
Ill.; Rockland, Me.; Williamstown, Mass.; Plymouth, 
Mass.; Front Royal, Va.; Galena, Kansas; Provi- 
dence, R. I.; Elkader, lowa, and Galsden, Ala. 

All of these franchises were signed during late 
November and early December, following the an- 
nouncement of Bireley’s new program at the 
A.B.C.B. Convention in Chicago. All are carbonated 
bottlers who are adapting t'eir equipment to the 
production of Bireley’s non-carbonated drinks as well 
as their regular lines. 

“Franchise applications and inquiries are being 
received daily,” said Bireley’s Herb Ward, “and in 
terest in the Bireley’s franchise is certainly at an 
all-time high.” 
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clean your cases 
THE MODERN WAY 
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MILLER HYDRO 
Air Matic 


Clean Bottles deserve clean cases, and clean cases aré important 
to good merchandising and higher profits. The Miller Hydro Air- 
Matic Case Cleaner delivers cases that are absolutely clean. Does 
not damage cases, paint or partitions. Take this step now toward 
speedier and more efficient production. 


WRITE FOR COMPLETE INFORMATION 


MILLER HYDRO C 


Wanufacturers of Miller Hydro Bottle Washers » Miller Hydro 
Case Packers »¢ Miller Hydro Bottle Conveyors ¢ Miller- _—_ 
Kendall Mixers ¢« Miller Hydro Inspection Lights ¢ Miller 
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Stimulating Talks Feature Oregon 


Convention Program 


Economic outlock for 1954, dietetic bev- 
erages, and beverages in cans highlight 
well-attended annual meeting of Oregon 
Carbonated Bottlers Association. 


Wor than one hundred and fifty members of the 
Oregon Carbonated Bottlers Association and sup- 
pliers gathered for their annual meeting at the 
Multnomah Hotel in Portland on February 5th and 
6th. In addition to many old-time veterans and 
representatives of the younger generation, seven 
new members were also in attendance. 


Informative addresses and stimulating discussion 
of various problems helped to highlight the meeting 
for the bottlers and suppliers who had gathered to 
exchange ideas and review the business picture for 
1954. 


One of the featured speakers at the opening ses- 
sion was Clarence Walker of the Coca-Cola Com- 
pany, Atlanta. Stressing the importance of public 
relations, he urged all of the bottlers to develop a 
three-way program, headed by Vision, Faith and 
Courage. 

Other interesting addresses included a talk by 
William Triplett, Columbia Food Company, Port- 
land, who discussed “Soft Drinks in Our Business.” 
Ed Wagner, A.B.C.B. Board Member, developed the 
subject covering the national activities of the or- 
ganization and W. E. Upshaw, Oregon Department 
of Agriculture, stressed cooperation problems and 
the importance of good sanitation practice in bot- 
tling plants. 





“The Future is Unlimited” delivered by John 
Tabor, Assistant to the President, The Seven-Up 
Company, St. Louis, served to highlight some of the 
business opportunities facing bottlers in 1954. Wil- 
liam J. Collins of the William J. Collins Co. cov- 
ered “The Economic Outlook for 1954 in Oregon.” 


In keeping with the national and sectional inter- 
est in many current problems, Floyds K. Thayer, 
Vice President of Abbott Labs., Chicago, presented 
the facts for “Dietetic Beverages.” 


Prescott R. Lloyd of the C. & H. Sugar Company, 
gave a detailed report on bottler experience with in- 
creased bottle and carton deposits. He added many 
valuable recommendations for future handling of 
these matters. 

“Beverage in Cans” was also discussed by James 
H. Harris, who substituted for Donald S. Brown- 
less of Continental Can Company. 


After lunch on the second day, a stimulating panel 
discussion created considerable bottler interest in 
such subjects as canned beverages, bottle, case and 
carton deposits, effectiveness of city associations, 
sales incentive plans and labor negotiations. Panel 
members included Herb Knudsen, Gordon Coleman, 
Mario Pastega, Ray Lamb, Todd Keylock and Andy 
Borello. Former president William Unrath acted as 
moderator. 

Various sections of the state had various bottle, 
case and cartons returns, and it was the consensus of 
opinion that it would be hard to make a rate of sug- 
gested 4 and 4 throughout the state especially in 
the tourists sections, where returns are especially 
low. 


Opinions varied, as to desire on part of bottlers 


NEW ELECTED 
OFFICERS 


Considerable enthusi- 
asm marked the election 
of the new officers and 
directors of the Oregon 
Carbonated Bottlers As- 
sociation at their annual 
convention held in Port- 
land. Retiring officers 
received thanks for a job 
well done. 








we 
WIDE AWAKE PANEL MEMBERS 
One of the highlights of the Oregon Convention was 
the stimulating panel discussion led by Moderator 
William Unrath. Topics included dietetic beverages, 
bottle, case and carton deposits and other current 
problems. 





to change from bottles to cans. It was agreed to 
watch closely the trend put to make haste slowly in 
changing of equipment, either for direct sale or 
lease. Optimists in the group believed that cans 
would steadily invade the market, although an un- 
proven factor in these areas as yet. If a single 
trip container was placed on market, it would un- 
doubtedly meet with approval, it was declared. 


Bottlers were much interested in the possibility of 
heavy increase in tourist trade this year, and voted 
unanimously to take $400 from the Association’s 
treasury to help Oregon Motor Courts to advertise 
the state’s advantages, with good prospects of rais- 
ing beverage consumption at least one-third. 


The association also agreed members and the 
board would use the California pamphlet and also 
the one issued by the National Association, to coun- 
teract the propaganda of dentists that carbonated 
beverages are harmful. 


It was the unanimous opinion that the associa- 
tion should carry a large fund in the treasury, in 
event of emergency, such as any adverse legislative 
bills that would affect the bottling industry. 


Fred Konshot, of the Williamette Valley Beverage 
Co. Salem, was elecied president for 1954. William 
R. Moore, Seven-Up Bottling Company, Portland, 
vice president. Re-elected, Spencer Murray, Secre- 
tary-Treasurer. Directors: Bob Prasils, Consoli- 
dated Bottling, Portland; Wayne Jamieson, Coca- 
Cola Company, Medford, Ore.; Ed Treharne, Mis- 
sion Orange, Seaside; Gordon Coleman, Nehi Bot- 
tling, Eugene, Oregen and Lewis Fullerton, Pepsi- 
Cola Bottling, Roseburg, Ore. 


Gordon Coleman, leading bottler from Eugene, 
and former president of the Association, made a 
stirring unscheduled talk, admonishing his brother 
members that the industry must change with the 
times, and urged bottlers to remember they are sell- 
ing contents, not bottles, to the consumer. It was 
his thought that each bottler as well as the Asso- 
ciation’s counsel should watch all bills scheduled 
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for the next Legislature, and report them in their 


early stages to the Association’s secretary and the | 
board for their procedure; and to this end re- | 


quested that more local meetings be held for an 
exchange of business ideas and better public re- 
lations. 


Al. Schwartz Wins Freedom Award 

Freedom’s Foundation, Valley Forge, Pa., have 
announced the selection of Al. Schwartz, Eastern 
Representative, Glenshaw Glass Co., to receive the 
George Washington Honor Medal for “outstanding 
achievement in helping to bring about a better un- 
derstanding of the American Way of Life,” for his 
photograph: “God Bless America.” 

Mr. Schwartz, a prominent supplyman for over 
twenty-five years, has an international reputation 
as an amateur photographer, author and judge, and 


has earned worldwide photographic honors and | 


awards. 


Canada Dry's Largest Plant 
To Be Erected At Maspeth, L. I. 

Canada Dry has broken ground at Maspeth, Long 
Island, for the construction of a new plant described 
by president R. W. Moore as “our largest plant by 
far, and when completed it will be the most efficient 
producing unit we can possibly construct.” 

The huge structure, measuring 550 by 355 feet, 
will provide 200,000 square feet of floor space. With 
the exception of second-story office space, this will 
all be on one level, which Mr. Moore said is most 
efficient for beverage production and warehousing. 
The plant is designed to accomodate five bottling 
lines including three 60-spout units, having a com- 
bined production capacity of approximately 32,000 
cases of quarts and small bottles per day. 

The building will be situated on eight acres of 
ground with frontages on Borden Avenue, Maurice 
Avenue and 55th Drive. 

“Operations in the plant will be as highly mechan- 
ized as possible,” Mr. Moore said, “with the latest 
equipment at every step of the line.’”” Among these 
will be the most modern equipment for handling and 
weighing bulk sugar from the point of withdrawing 
it from special cars on a railway siding to the point 
where it is measured into the beverage syrup. All 
handling operations will be palletized, with fast lift 
trucks conveying materials and finished goods from 
point to point within the plant. 

One operation which cannot be speeded up, Mr. 
Moore said, is the elaborate system of water purifi- 
cation which Canada Dry has perfected. To get 
around this hurdle, the new plant will be equipped 
with a battery of ten large water treating units 
operating in tandem, capable of filtering and “pol- 
ishing” more than 100,000 gallons of water per day. 

The plant is expected to go into production early 


next year. 
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BETTER 
ORDER 
ZEPHYRS 


NOW! 














YOUR: BEST BUY IN BOTTLER’S BODIES 


The sooner you order your Zephyr Beverage Bodies 
the sooner they will be making money for you. That's 
because Specialty Engineers put more into the making 
of a beverage bocy that any one ever thought of 
before. More know-how ... more in the way of mate- 


rial and quality workmanship. 


Zephyrs are specialized in design, specialized in con- 
struction, lighter in weight, stronger in structure, 
braced and welded to outlast and outperform every- 


thing in the fleet. They provide more room for bigger 


payloads—and lower hauling costs. 











SPECIALTY 


Zephyrs make loading and unloading faster and easier. 
Floor to ground heights are lower—thus less lifting 
and time saved not only in the plant, but at every 
step during delivery ® Sliding side doors for supreme 
safety © Hi-tensile steels for extra strength and rust 
resistance * Less weight by 500 to 1,000 pounds 
© Open rack cr Pallet Designs. 


Write Specialty To-'ay on Your Requirements. 


ENGINEERING CoO. 


Torresdale Ave. & Pennypacker St., Philade!phia 36, Pa. 





75 











76 


You can 


feel why... 


this crown feeds smoothly 





Try this simple test yourself: Mix an Armstrong’s Hi-Speed 
Crown in with a random selection of other crowns. Then, 
without looking, feel the undersides and pick out the one 
that’s smoothest. You'll find you pick the Hi-Speed crown— 
every time! 

That burr-free underside means these crowns flow 
smoothly. There’s no jagged edge to cause skips or hang- 
ups. And that’s the simple reason why Hi-Speed crowns are 
able to turn out more cases per day. 

The real proof, of course, is on your own lines. Check 
them out yourself —it won't take long to see the difference. 
We'll gladly help set up a test run. For complete details, 
get in touch with your near-by Armstrong office or write 
direct to the Armstrong Cork Company, Glass and Closure 
Division, 5503 Coral Street, Lancaster, Pennsylvania. 


Armstrong's Hi-Speed Crowns 


Western Representative 
JOHN MULHERN CO. 
San Francisco 24, Los 
Angeles 23, Seattle 9 














B-1 Announces 
New 10-0z. Package 


Oliver C. Thener, president of the B-1 Beverage 
Co., St. Louis, Mo., recently announced the com- 
pany’s plans for the introduction of a 10 oz. package 
during 1954. 

“At B-1 we have been planning an additional 
package size for some time,” Mr. Thener said. “In 
reviewing some of the events in the carbonated 
beverage industry in the last twenty years, the 
most outstanding example of ‘larger package’ pro- 
motion was in the cola field. Here a newcomer en- 
tered the running and actually created new markets 
for the colas by using the larger size bottle. As most 
bottlers will recall, the cola market is not an easy one 
one to ‘crack’. Yet the newcomer made an abrupt 
and successful entry with proper timing and the 
larger bottle sizes. 

“The following years of high costs and a flush 
consumer caused a reversal so that this 12 oz. drink 
was stepped down to 10 oz., then 8 oz., In many 
areas. On-premise outlets simply require the smaller 
packages as a sensible business policy. 

“But now, right in the midst of this trend toward 
smaller bottles comes news from the gigantic cigar- 
ette industry that should make us all stand up and 
look. The pendulum is ready to swing back! 

“After serious study of these trends we at B-1 
sincerely feel the time is ripe for the introduction 
of King-size B-1 in the 10 oz. bottle. It is an- 
nounced as a companion to the standard 7 oz. size 
and will be especially directed toward the take-home 
market. 

“The high costs of going out for entertainment 
and curtailing expenses have forced the consumer 
to entertain at home more and more. This has started 
the cycle so that with more TV and radio, more air 
conditioning, ete., the desire to remain at home 
has been increased to the point that some people 
won’t budge from their living room which actually 
is the most comfortable place in town. Without a 
doubt, the home market is the one big growth 
market of the future. 

“New bottlers will either bottle 7 oz. or 10 oz. 
and probably our standard 28 oz., which has re- 
ceived marvelous acceptance wherever introduced, 
depending on their needs. In many markets both 
sizes will be available, the smaller for concessions, 
clubs and other outlets that require it, and King- 
Size B-1 for the take-home trade. 

“Believe it or not, there are still some areas 
(especially in Texas) where the ridiculous 80c price 
is still being forced by competition. There are many 
cases, however, where 6 0z.-8 oz. are 80c and 10 oz.- 
12 oz. are 96c. We know bottlers operating under 
those price structures will welcome the 10 oz. pack- 
age as a means for an independent price increase. 
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“In those territories where competition JS hold- 
ing down prices, the King-size package will allow 
the bottler to offer 42.8% more at moderately in- 
creased cost of say 10c per case. As other bottlers 
raise their prices, 10 oz. B-1 can be raised in pro- 
portion. The net result will be greater profits to 
B-1 bottlers and a stimulus to sensible pricing for 
others. 

“Our sales and advertising departments have de- 
vised programs for promotion of the six-bottle carry 
home carton in particular. The new 10 oz. King- 
size B-1 carton will be our standard design and colors 
but will stress the fact that the consumer gets 
42.8% MORE. 

“With these plans we feel that B-1 bottlers will 
be equipped to face a recession, depression, infla- 
tion or whatever our economy encounters. We are 
going ahead full steam. Our advertising program 
for 1954 will be increased 50% over last year. The 
bulk of our advertising will be aimed at building 
up and increasing our home market, with special 
emphasis on carton and full case sales.” 


Squirt Adds New Franchises 


Recent additions to the growing list of Squirt 
Company franchises bring the total number of 
bottlers to well over 350. 

In announcing the new franchises Squirt Com- 
pany President Herb Bishhop stated, “Squirt fran- 
chises are in unusual demand and additional ap- 
pointments will continue to be made on a selec- 
tive basis over forthcoming months. We attribute 
the great number of franchise inquiries to our 
bottler’s strong merchandising, advertising and pro- 
motion programs plus the national advertising pro- 


gram, which have helped establish new sales rec-. 


ords for Squirt in every part of the country.” 
Among the most recent franchises signed are: 
West Palm Beach, Florida—Robert Lee Nesbitt, 
President, Louis G. Peloubet, vice president; Dur- 
ango, Colorado—David E. and Hazel McGraw; New 
Haven, Connecticut — Jack Rosenstein, president, 
Louis A. DeTia, vice president, Louis A. Pedroni, 
vice president, Lowell Isenstadt, treasurer; Santa 
Barbara, California — Mary I., Frank L. and John 
L. Gandolfo; Moberly, Missouri—William W. Rixey 
and Paul V. Blake; Oskaloosa, Iowa — Arnold J. 
Muhl, president, John A. Muhl, vice president, Zay- 
da Muhl, treasurer; John Missouri—D. A. Willbern, 
president, Clement Hall, vice president; Cale Oden, 
Sec., J. Emerson Robinson, Megr.; Billings, Montana 
D. Magowan, president, F. Polly, vice president O. 
C. Wise, treasurer; Traverse City Michigan—John 
A. Shumsky and Quin B. Boughey; Casper, Wyom- 
ing—Waldo Hurley, president; Bryan, Ohio—S. R. 
Shook president; Clare, Michigan — Russel Otter- 
bine, president, Dale Daly, vice president, and Fall 
River, Massachusetts—Herman W. Neher and Fred 
W. Meyers, partners. 

















Pay load 


Just ask the kids! They'll tell you why they go for 
the rich goodness and flavor of NuGrape Soda. 
Thirsty youngsters and grown-ups have made 
NuGrape’s take-home market a big one for 
NuGrape bottlers everywhere. 


Because of this popularity, bigger pay loads of 
NuGrape Soda . . . by the case and the carton... 


are moving into super-markets and groceries daily. 


Why don’t you investigate NuGrape today ! 
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ARKANSAS 

Clyde O. Lovern has been appointed 
manager of the Coca-Cola Bottling Co. 
of Little Rock. Mr. Lovern, formerly 
was associated with the Coca-Cola Bot- 
tling Co. at Dothan, Alabama. Carl N. 
Bellingrath is president of the opera- 
tion. 


CALIFORNIA 


The Can-A-Pop Beverage Co. of 
California is rushing work cn its new 
plant at Compton and expects to be 
serving the trade in March. The plant 
will serve several States and will have 
an annual capacity of about ten mil- 
.. The Pepsi-Cola Bottling 
Co., Santa Rosa, now operated under 


lion cases. . 


the management of Norman Williams, 
has just completed a program of build- 
ing activity and has installed new 
equipment. A distributing branch is 
maintained at Ukiah, in the adjoining 
county of Mendocino, and James Croz- 
ier has been named manager there... 
Canada Dry Bottling Co. of San Ber- 
nardino, has been expanded with ad- 
ditional warehouse space. H. V. Berg- 
. Nehi 
Bottling Co., San Diego, has just com- 


er is manager of the plant... 


pleted an extensive expansion pro- 
gram and is adding bottling line of 
the old Altes Brewery, according to 
H. J. Waters, owner. ... £ A. C. Put- 
nam who is in charge of the Burbank 


ottler 
riels 


division of the Coca-Cola Bottling Co., 
of Los Angeles, has been appointed 
president of the Burbank Chamber of 
Commerce ... The Fiesta Beverage 
Co., 2357 San Pablo Ave., Oakland, is 
putting out a line of sugar-free bev- 
erages for the Sirmac Food Co., pack- 
aged in 28-oz. bottles. 

The Calso Water Co., San Francisco, 
has increased the price of its quart 
line from $2.00 to $2.07 acase. .The 
Canada Dry Ginger Ale Co., Berk- 
eley, is now sponsoring the popular 
“Annie Oakley” television show in 
San Francisco Bay area... Arrow- 
head and Puritas Waters, Inc., of Los 
Angeles have been purchased by the 
Employees Trust of the Rheem Mfg. 
Co., and will continue the bottled 
water business as formerly ... Dr. 
Pepper Bottling Co., Long Beach, has 
added new tanks, syrup coolers ‘ad an 
O & J labeler to care for increased 
production ... Claude A. Strohl, 2327 
O St., Merced, has started operations 
as the Strohl Mission-Hires Distribu- 
ting ... Walter S. Mack, president of 
Cantrell & Cochrane Corp., San Fran- 
cisco, has announced the appointment 
of E. L. Roberts Co. as distributors 
of its line of beverages in the North- 
ern California territory . Wilson 
L. Becker has been appointed office 
manager of the I. F. Schnier Co., Inc., 
683 Bryant St., San Francisco. Firm 
distributes work, cork products and 


closures for the bottling trade .. . The 
Pacific Can Company, San Francisco, 
has announced plans for the erection 
of a $2,500,000 can making plant on a 
914 acre tract at Sunnyvale, on the 
San Francisco peninsula. ... A $100,- 
$100,000 bottling plant is now under 
construction by the Seven-Up Bottling 
Co. at 297 Commercial St., San Jose. 

No-Cal Bottling Co. of Southern 
California, Inc., has been awarded the 
first bottling franchise for No-Cal, 
according to Morris Kirsch, President 
of Kirsch Beverages, Inc., Brooklyn. 
The bottling plant, which will handle 
the southern half of the state, is at 
Long Beach. 


DISTRICT OF COLUMBIA 


L. A. Ashley has been appointed 
manager of the Charles E. Hires Co. 
plant, according to the parent com- 
pany. Mr. Ashley joined the Hires or- 
ganization in 1948. 


FLORIDA 


Nehi Bottling Co., Miami, has start- 
ed construction of a 5,000 square foot 
warehouse building at 545 N.W. 23rd 
St. It will cost $19,470 . . . The Doub- 
le-Cola Bottling Co. of Daytona 
Beach, completed a new warehouse ad- 
dition to their plant on Feb. 15, to 
handle their increasing volume. 


IDAHO 

Mission Bottling Co. has recently 
added Bubble Up to its line at Idaho 
Falls and Pocatello... W. C. Skin- 
ner, formerly a banker of Idaho Falls 
has acquired an interest in the Old 
Faithful Beverage Co. and has been 
made vice president of the firm. 


INDIANA 


Homer J. Gulitz has taken over dir- 
ect management and co-ownership of 
the Whistle-Vess Bottling Co., Inc., 
Terre Haute. The firms operations will 
cover the Wabash Valley territory... . 
A sales conference of Coca-Cola bot- 
tlers from Indiana, Ohio and Michigan 
was held at the Coca-Cola Bottling 
Works, 1631 E. Pontiac St., Bedford 
Doyle Anderson is president and gen- 
eral manager of the plant. . . . Pepsi- 
Cola Bottling Co., Brookville, has in- 
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stalled a new 120 case per hour Girton 
Washer and 2 Burns Fillers, making a 
dual hook-up. 


KENTUCKY 


Charlie Giles, route salesman for 
the Double-Cola Bottling Co., Harlan, 
died February 7. Mr. Giles had just 
completed 26 years of uninterrupted 
service on his route. He was 60. 


LOUISIANA 


Zetz Seven-Up Bottling Co., New 
Orleans, has recently reached its quar- 
ter of a century mark and has moved 
into new and larger headquarters at 
1400 Montegut. The firm also operates 
a plant at Baton Rouge and has es- 
tablished distribution warehouses in 
Covington, Port Sulphur, Algiers, 
Lockport and Reserve. 


MASSACHUSETTS 


James J. McCaffrey has been named 
manager of the Pepsi-Cola Bottling 
Co. of Boston, according to Emmett 
R. O’Connell, president of Metropoli- 
tan Bottling Co. of New York. Mr. 
McCaffrey was formerly sales man- 
ager for Pepsi in the Philadelphia 
territory. 


MICHIGAN 


The gross take of one day from the 
Mueller Brass Company’s vending ma- 
chines (operated by the Coca-Cola Bot- 
tling Co. of Port Huron) was con- 
tributed to the March of Dimes cam- 
paign ... The Coca-Cola Bottling Co. 
at 551 W. Michigan Ave., Battle 
Creek, has been picketed by its em- 
ployees as a result of the discharge of 
seven of its drivers. Thomas A. E. 
Swain is president of the operation. 


MISSOURI 


B-1 Bottling Co., St. Louis, has been 
appointed exclusive bottler and dis- 
tributor of Grapette in the St. Louis 
area, according to the Grapette Com- 
pany of Camden, Ark. The franchise 
covers St. Louis, St. Louis County and 
four nearby counties in Illinois. ... 
The Eagle Bottling Co., 1901 Cherry 
St., Kansas City, has been acquired 
by Martin D. Reber from Leo Ruben- 





stein. The firm has about 25 em- 
ployees and operates in eight Metro- 
politan Kansas City counties, selling 
Squirt, Mission Orange and Mason’s 
Root Beer. Mr. Reber will be presi- 
dent, general manager and treasurer. 
William B. Teasdale is secretary... . 
Coca-Cola Bottling Co. of St. Louis 
took a five-year lease on a garage and 
warehouse building at the northeast 
corner of Hadley and Montgomery 
Streets. The building will be used as 
a truck terminal. 


NEBRASKA 
Squirt Bottling Co. of Grand Island 
was recently granted a “Goody” orange 
drink and root beer franchise, accord- 
ing to Cornell Wing, sales manager of 
the Goody Company. Bill Krehmke is 
in charge of the company’s operations. 
. A Goody Root Beer and Goody 
Orange drinks franchise was also re- 
cently granted to the Goody Indepen- 
dent Bottling Co. of Omaha. A. S. 
Christensen is owner and manager of 
the firm. 


NEW JERSEY 


Harry C. Kimmel, associated with 
the Coca-Cola Bottling Co. of Trenton, 
has entered the race for membership 
on the Hamilton Township Board of 
Education. Mr. Kimmel is active in 
civic and welfare affairs. 


NEW YORK 

William J. Higgins has been elected 
vice president of the White Rock Corp., 
Brooklyn, according to Alfred Y. Mor- 
gan, president. Mr. Higgins has been 
associated with the company for more 
than 20 years. 

New York 7-Up Bottling Co., Inc., 
of New Rochelle, has won the National 
7-Up Sales Championship, according 
to an announcement from the Seven- 
Up Company, St. Louis. The New Ro- 
chelle operation achieved in the 1953 
the highest sales record of all 7-Up 
plants throughout the United States. 


OREGON 


Pepsi-Cola Bottling Co., Portland, 
is making preparations for an active 
season by the installation of a new 
boiler, a compressor and a syrup cool- 
er. 


TENNESSEE 


Nesbitt Bottling Co., Morristown, 
has installed a Model G Burns Filler 
with one-man return feed and a Gir- 
ton Washer. . . . Emmet C. Wier, 60, 
President of the Royal Crown Bottling 
Co., Memphis, passed away after an 
illness of a year... . J. Everett Pid- 
geon, Jr., an employee at his father’s 
plant, the Coca-Cola Bottling Co., 
Memphis, had the misfortune of hav- 
ing his log cabin home burned to the 
ground. 





“Why don’t you get smart 








TEXAS 

The Seven-Up Bottling Company at 
Bryan has acquired a Mason’s Root 
Beer franchise. The company is headed 
by the new President of the Texas 
Bottlers Association, Clifton C. Car- 
ter.... Chester D. Harris, sales man- 
ager for the Dr. Pepper Bottling Co., 
Waco, has stepped in to solve a civic 
emergency when he accepted the chair- 
manship of a $200,000 library fund 
campaign. Mr. Harris is a veteran of 
all the major fund-raising campaigns 
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and bottle MARBERT COLA!” 


That’s right, mama, tell him to do what many a successful bottler 


is doing today. Bottling MarBert Cola or M-P Cherry Cola under 


your own label or the MarBert label assures you of a product you 


can be proud of—and one that’s sure to be profitable. Try a 


gallon of our bottling syrup* and judge for yourself. Mail the 


coupon now. 


Try a Trial Gallon of Bottling Syrup for only $1. 


y 








* Syrup available for trial only to bottlers in U. S. and Canada. Mar- 
Bert Cola and M-P Cherry Cola are regularly sold as a concentrate 


ONE DOLLAR TRIAL OFFER 


PW ZS see ee eee eee eee eo 
MARBERT PRODUCTS, INC. MarBert Cola oO 

1 19 E. Lombard St., Baltimore 2, Md. M-P Cherry Cola [] 

(check here) | 

| Here's your dollar, send a gallon of bottling syrup of the 

i flavor checked and information on prices to: | 
Name aaa ne i 

i Company eS { 

l Address . eal —, i 

B City . Zone a 
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what makes a 


FRANCHISE 
VALUABLE? 








The one new combina- 

tion bottle for both 

root beer and orange 

means less handling 
. cuts cost. 


A franchise is valuable only if the product 
has— 


superior quality and flavor 

an attractive distinctive bottle 

an appealing nome that's easy to 
say, easy to remember 


These three “musts” add up to a fast selling 
beverage . . . a valuable franchise. Goody 
Orange Drink has all three! You will want to 
investigate a valuable Goody Orange Drink 
franchise for your territory. Write today, with 
out obligation, of course. 


The Goody Company 


560 Olson Highway, Minneapolis, Minn. 
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in Waco for the past seven years... . 
J.Carl Lochner, manager of the Riviere 
Dr. Pepper Bottling Co., of Tyler, has 
purchased the plant from Mrs. Mary 
Riviere and her son for a reported 
$159,000. . . . Eunice Wilson, owner 
of the Vernon Coca-Cola Bottling Co., 
Vernon, has started construction of 
his new plant at the corner of Wil- 
barger and Tolar Streets. 


VIRGINIA 


Paul F. Ryals was appointed man- 
ager of the Pepsi-Cola Bottling Co. of 
Alexandria. Mr. Ryals joined Pepsi in 
1947, serving as route salesman, route 
supervisor and most recently as sales 
manager in the Virginia area. . . 
Soft drink bottlers in the Lynchburg 
and Norfolk areas are actively fight- 
ing a proposal by the Medical Society 
of Virginia for a one-cent per bottle 
tax on soft drinks to finance hospital 
projects. 


WASHINGTON 


The Welch Grape Juice Co. is en- 
larging its bottling plants at Kenne- 
wick and Grandview, with additional 
tanks. 


WEST VIRGINIA 


Russell Romano has recently pur- 
chased the Seven-Up Bottling Com- 
pany at Clarksburg. ... A certificate 
of incorporation has been issued to 
the Pepsi-Cola Bottling Co. of Alder- 
son, Inc., with a maximum capital of 
$10,000. Incorporators are H. P. Hun- 
nicutt, Irvin W. Bird and James H. 
Sarver.... The Pepsi-Cola Bottling Co. 
of Princeton has incorporated with a 
capital stock of $50.000. 


Launch New Sugar-Free 
"Starlet" Line In California 


An _ outstanding merchandising 
record of 1,000 retail outlets within 
thirty days in launching a sugar-free 
line is reported by Burton N. Arnds 
Jr., Vice President in charge of sales 
and advertising for the Sparkletts 
Drinking Water Corp. of Los Angeles. 
Eighteen major grocery and drug 
chains, affording a blanket coverage 


of the entire Southern California 





field, are included in the number of 
new customers for the company’s new 
“Starlet” beverages. 

The new Sparkletts sugar-free bev- 
erages, in 29-oz. throwaway bottles 
and cartons, include such popular 
flavors as lemon-lime, root beer, gin- 
ger, cola and cherry-cola. The com- 
pany, it is stated, plans to augment 
the present five-flavor line with other 
flavors of sufficient popularity to meet 
the public demand. 

Launching of the sugar-free bever- 
age line marks the final curtain on 
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18 years performance by the Spark- 
letts Corporation, in the bottling of 
sweetened drinks. Their former brand 
names of “Sparkletts” and “Spar- 
keeta” have been withdrawn from the 
market completely. The new,non-calo- 
ric sweetener developed by Abbott 
Laboratories, Chicago, IIl., and styled 
“Sucaryl,” is the sweetening ingredi- 
ent used in the new beverages being 
marketed by the company. 

Demand for low-calorie food items, 
which is gaining in popular demand 
throughout the country, prompted the 
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company’s adoption of the innovation 
of sugar-free soft drinks and the 
abondonment of their former sweet- 
ened beverage line, it is stated by Mr. 
Arnds. 


Dad's Introduces 
Calorie-Free Root Beer 


The introduction of ‘“Dietricious 
Dad’s,” a calorie-free root beer drink 
to be placed on the market early this 
year, was a highlight of the Dad’s 
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replaced when 


Add the reasons. . 


MAGNESIUM Light/ 


Magliners weigh as 
little as 9 Ibs. Easily 
lifted by a child! 


maAGNesium Strong! 


Certified strength. 
Capacity - rated 
handle loads of 450 
Ibs.—and more! 


25% greater-than-average 
carrying capacity! 


dles 5 cases securely— 


P.O. BOX 361 


Root Beer Company’s convention held 
in Chicago. 

The keynote of the convention was 
“New Horizons,” a theme _ which 
Barney Berns, executive vice-president 
of Dad’s emphasized in the opening 
address. Mr. Berns reviewed the 
growth of the beverage industry over 
the years and predicted a number of 
changes to come within the near fu- 
ture. One of the latter was the return 
of the “no-deposit, no return” bottle 
as the answer to the ever-increasing 


.... that’s because Magliners are so light—so easy to lift and handle 
—that you wonder sometimes if they're really there! Scientifically 
engineered weight distribution, the result of aircraft-inspired 
design, provides perfect balance. ...effortless wheeling! Con- 
structed mechanically through-out, all parts are standard, easily 
required. No weld failures....no_ truck 


.. they tell you why, in just 5 short years, 
Magliners have become the workhorse of the entire bev- 
erage industry! With Magliners on your trucks, drivers 
will make more stops....move more 
cases. ...and escape the costly pen- 
alty of dead weight! 
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Han- 


© PINCONNING, MICHIGAN 


question of maintaining steady and 
higher production without the diffi- 
culty of locating, returning and proc- 
essing glass. The current trend toward 
disposable glass will eliminate this 
return problem, according to Mr. 
Berns. 

Plans for the largest advertising 
campaign in Dad’s history in 1954 
were outlined by Walter Sala, Adver- 
tising Manager. 


Dillard Sams Dies 


M. Dillard Sams, manager of the 
Coca-Cola bottling plant in Harris- 
burg, Penna., died in the Harrisburg 
Hospital on January 26 after an illness 
of nearly a year. 

Mr. Sams, a native of Jackson, 
Georgia, was a member of the Harris- 
burg Rotary Club, the Chamber of 
Commerce, Harrisburg Country Club, 
Trinity Methodist Church and Sons of 
the American Revolution. He is sur- 
vived by his wife, a brother and four 
sisters. 


Louis M. Belman Deceased 


Louis M. Belman, 54, of 6228 N. 
Whipple Street, Chicago, a founder 
and secretary of Dad’s Root Beer Com- 
pany, died on February 16 in the 
Michael Reese Hospital. 

Mr. Belman, a resident of Chicago 
for more than 40 years, was a director 
of West Rogers Park B’nai B'rith, 
president of the Chicago Business 
Men’s chapel of City of Hope, Los 
Angeles Sanitarium, and associated 
with the Research Society for Cerebral 
Palsy. He leaves his widow, two daugh- 
ters and two grandchildren. 











CLEVELAND BOTTLER HIGHSPOTS 
HIRES OLDTIME APPEAL 


The Miller Becker Co., Hires Bottler for the 
Cleveland-Akron-Ashtabula area have for 
a number of consecutive years maintained 
a consistent outdoor painted board adver- 
tising campaign which has contributed in 
no small measure to increased Hires sales. 











what makes a 


FRANCHISE 
VALUABLE? 







The one new combina- 
tion bottle for both 
root beer and orange 
means less handling 
«+ + Cuts cost. 


A franchise is valuable only if the product 
has— 


superior quality and flavor 

an attractive distinctive bottle 

an appealing name that's easy to 
say, easy to remember 


These three “musts” add up to a fast selling 
beverage . .. a valuable franchise. Goody 
Root Beer has all three! You will want to 
investigate a valuable Goody Root Beer fran- 
chise for your territory. Write today, without 
obligation, of course. 


The Goody Company 


560 Olson Highway, Minneapolis, Minn. 
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Cherry-Burrell Holds Sales Meeting; 
Adds Kol-Flo Line of Equipment 


Cherry-Burrell Corporation recently held a week 
long sales meeting for a group of seventeen repre- 
sentatives who are to specialize in sales to the Bot- 
tling Industry for their particular sales districts. 

The meetings were planned and conducted by the 
Beverage Strategy Committee from Cherry-Burrell 
which consists of members from the company’s four 
divisions. Educational talks were given by Cherry- 
Burrell’s product managers, representatives of sev- 
eral national franchise bottlers, and representatives 
of companies for which Cherry-Burrell will dis- 
tribute equipment, namely, Kol-Flo Kooler Com- 
pany, Western Filter Company and Clayton Manu- 
facturing Company. Mr. Loring Overman, public 
relations director of A.B.C.B., Washington, D. C., 
told how the association served the bottling indus- 
try. On the third day, conducted tours were taken 
through several large Chicago syrup and bottling 
plants. 


Members of the Cherry-Burrell Corporation and their associate distributors who attended 
a five-day educational meeting recently at Cherry-Burrell’s general offices in Chicago. 
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Among the topics covered in the talks were: 
product and uniformity and spoilage, sweetening 
agents, syrups and syrup making, water treatment, 
carbonation, bottle washing, materials handling, 
processing, bottling plant operations, bottling plant 
layout, the bottling industry picture, and equipment 
and supplies for the bottling plant. 

A good part of the final day was spent in plan- 
ning how the 350 field representatives of Cherry- 


Burrell and its associate distributors could most 












Now Get the Full Facts on 


“asst UNDER-DEK boors: 


Speed handling —just a touch of the finger tips send the Hesse UNDER- 
DEK DOOR up and out of sight for free entry in to truck. Wide opening 
provides plenty of elbow room for fast loading and unloading. Truck con- 
tents are instantly visible. 

Cut delivery costs— The UNDER-DEK DOOR utilizes every square inch 


of carrying space. Every truck can load at peak capacity. Routemen can 
make more deliveries in /ess time! 
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Improve safety—There are no protruding doors to hamper workers. Men 
can load and unload quickly and safely in heavy traffic and congested areas. 


Protect merchandise — Hesse UNDER-DEK DOORS give all-weather pro- 
tection to bottles and cases. Case sections form individual guides for every 


be in the 
case to prevent jamming. 


DARK ” 
Get the enlightening UNDER-DEK DOOR facts today. 


a bout eocoe @ WRITE, WIRE OR PHONE COLLECT FOR COMPLETE DETAILS! 
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one 


effectively service the beverage industry’s need for 
equipment and supplies. Those receiving this edu- 
cational sales training will exchange information F 
and coordinate efforts in order to provide the best 
nationwide service. 









C 

Announcement was recently made of the signing F 
of a contract with the Kol-Flo Kooler Company in 

which Cherry-Burrell Corp. has taken a major step ; 

toward becoming a general equipment supplier for 

the beverage field. Under the agreement, Cherry- . 

FOR THOSE WHO PREFER 

LIME-SODA TREATMENT 
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rtqua Matic 
COAGULANT REACTOR 


OUTSTANDING FEATURES 


. Thorough Mixing. 

Long Reaction Time. 

. Unhurried, Positive Flocculation. 

. Roofed Discharge Nozzles Prevent Short- 
Circuit Water Paths. 

. Sterilization Accomplished After Floc Has 
Combined with Organic Matter. 

. Lime, Alum, and Chlorine Handled at Floor 
Level. No Climbing or Hoisting 

. Full Automatic Controls, including Slurry 
Removal 


Write for this Descriptive Catalog 


Details on the complete line of AquaMatic products 
are covered in the 20-page catalog ‘Water Treat- 


AUTOM ATI PUMP & SOFTENER 


CORPORATION 


2412 GRANT AVENUE, ROCKFORD, ILLINOIS 
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Burrell will sell the following Kol-Flo equipment in 
the United States and through export distributors: 
Water Coolers, Syrup Coolers, Carbonators, Sand 
Water Filters, Activated Water Filters, Air Expell- 
ors, Carbon Dioxide Filters, Air Filters, Inspection 


Lights and other equipment. 


Frontier Mfg. Co. Adds 
New Display Racks 


The addition of two new carton racks to meet 
bottler needs for mass displays in soft drink retail 
outlets has been announced by the Frontier Manu- 
facturing Company, Dallas. These new additions 
have been added to the comprehensive line of dis- 
play racks manufactured by the company. 

For the heavy traffic volume location, Frontier has 
developed its Giant 360 model, which is designed to 
accommodate 60 cartons of 10 and 12-o0z. bottles, 
or 100 cartons of 6 and 7-oz. drinks. A folding rack, 
easily assembled, the Giant unit is fabricated with 
aluminum finish welded wire basket which is sup- 
ported by a tubular steel frame that has been coated 
with a baked enamel for maximum durability and 
appearance. 

Where space-saving displays are required, Fron- 
tier has devised the Economy Special W-1212 which 
holds a dozen cartons of 10 and 12-o0z. bottles. A 
slightly smaller unit, the W-126, will accommodate 
12 cartons of 6, 7 and 8-oz. bottles. Designed with 
an eye towards sales appeal, these welded wire racks 
have a tough aluminum finish prepared from a spe- 


cial vinyl resin. 





NEW SPACE-SAVING DISPLAY RACKS 


Quick and easy assembly are offered in the new racks 
recently developed for the bottling trade by Frontier 
Mfg. Co. On the left, Giant No. 360 and the right, 
Economy Special W-1212. Other racks are available 
in the line. 
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Here is one more way to get raspberry extract 


according to cartoonist Rube Goldberg. 


BUT...many flavor manufacturers prefer to use 


Kohnstamm’s extra concentrated 


ATLAS True Fruit Raspberry Extracts, black, red or special blends. 
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FIRST PRODUCERS OF CERTIFIED COLORS 
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Virginia Dare Holds 31st 
Annual Sales Convention 


Virginia Dare Extract Company held its Annual 
Sales Convention, the company’s 31st, at its execu- 
tive offices in Brooklyn, New York. Present at the 
meeting were Virginia Dare’s sales force and ex- 
ecutive staff, and many industry notables. The fea- 
ture of the interesting program was a series of in- 
formative talks and instructive demonstrations. 

Lloyd E. Smith, President of Virginia Dare, 
opened the convention with a brief address that was 
followed by Vice President Lincoln Young’s review 
of the company’s acomplishments during 1953. Dr. 
Clarke E. Davis, Executive Vice President, then 
spoke on “What the Future Holds”, and Jerry Dobin, 
President of Dobin Advertising, Inc., presented the 
1954 advertising program. 

The talks, demonstrations and discussions that 
took place during the meetings covered a variety 
of subjects in those industries served by Virginia 
Dare: Ice Cream, Candy, Grocery, Bakery, Bottling, 
Institutions, Military and Soda Fountain. Included 
among the highlights of the program were addresses 
by Vincent Rabuffo, Editor-in-Chief of Ice Cream 
Trade Journal who spoke on “The Present Status 
of the Ice Cream and Frozen Desserts Industry”, 
and C. H. Buckley, Product Sales Manager of the 
Beer & Carbonated Beverage Can Division, Con- 
tinental Can Company, speaking on “Canned Bev- 
erages”’. 








Virginia Dare Extract Company sales force meets with company executives 
at the organization's 3lst Annual Sales Convention. 





Dr. Davis closed the three-day convention with 
a short message in which he reminded every Vir- 
ginia Dare salesman that one of the best ways to 
help implement the company’s new sales slogan, 
MORE FOR ’54!, which was adopted during the 
convention, was to “Know Your Products”. 


"T increased my volume 36.17% 


with KIST last year" 








Says Arnold Sherwood, 
Orange KIST Bottling Co., Momence, Illinois 
"KIST has helped me find the answer to rising 


costs in bottling today—-—-—increased volume. 
In fact, my volume went up 36.7% in '53. 





"As a result, I can't recommend a KIST fran~ 
chise too highly for any bottler who wants 

to build a really profitable, flavor fran- 
chise. The KIST people price their concen- 
trates fairly and back their bottlers with a 
complete, tied-in, year-round sales promotion 
plan. And they're always ready with personal 
help on sales and production problems, too." 





Sweetest profit franchise in bottling today 





Write for details, samples, territories—Citrus Products Company, II E. Hubbard St., Chicago 11, Ill. 
Or, phone us collect wherever you cre—WhHitehall 4-5470 
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Grapico Opens Western Division 

Cecil Smith, widely-known soft drink executive 
and owner of National Grapico Company, Birming- 
ham, Alabama, announces the opening of a Western 
Division for Grapico with headquarters in San 
Francisco. 
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LITEWATE 


Roller Conveyor 


Ideal for loading and unloading. Handles commodities 
up to 60 Ibs. — moves bags, cases, hollow bottom, 
narrow, cleated and irregular packages. Available in 
10 ft. and 5 ft. straight sections 2nd 90° and 45° 
curves. Keep LITEWATE conveyors handy in your 
storage and shipping rooms — carry them in your © 
trucks. Write for LITEWATE Conveyor Bulletin — 
address Dept. NB-34. 


STANDARD CONVEYOR COMPANY 
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General Offices: North St. Paul 9, Minn. 
\ Sales and Service in Principal Cities a 
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The new western division, headed by A. T. Mur- 
phy, will franchise Grapico in 13 western and south- 
western states. including Washington, Oregon, Cali- 
fornia, Montana, Idaho, Nevada, Wyoming, Utah. 
Colorado, Arizona, New Mexico, Oklahoma, and 
Texas. 

Grapico has been bottled in Birmingham for 45 
years, and during the last 6 years it has been fran- 
chised throughout the southeast. The western oper- 
ation will be Grapico’s first venture outside the 
southeastern territory. 


Temple Triples Case Production 


Through the purchase of the Container Division 
of Waples Platter Co., in Fort Worth, and the addi- 
tion of a new production line to their Dallas plant, 
the Temple Mfg. Co. have raised their production 
capacity of approximately 350,000 wooden cases and 
boxes to well over 1,000,000 units a year. 

The modernization of the Dallas plant is the big- 
gest improvement in the 35-year history of the com- 
pany. All equipment has been oxerhauled or re- 
placed and the plant arrangement has been changed 
over to straight line production. The new produc- 
tion line represents an additional $100,000 invest- 
ment in new equipment, including two automatic 
cut-off saws, Diehl automatic self-feed rip saw, 
Diehl automatic self-feed gang saw, New Turner 
resaw, S. A. Woods Moulder, Mereen Johnson hand- 
hole machine, New Whitney double surfacer and a 
complete new blow pipe system. 

Headquarters for the Temple Manufacturing Co. 
will remain at Box 11067, Dailas, Texas. This is 
one of the Temple Industries, with headquarters at 
Diboll, Texas. 





A NEW LOAD STABILIZER ATTACHMENT FOR 
HYSTER TRUCKS 





Built for the Coca-Cola Bottling Co. of Miami by Freeman 
& Sons, Miami 37, Florida, this special attachment is a load 
stabilizer using Hyster QN-20 Lift Trucks equipped with 
ten degree forward tilt cylinders. The attachment will 
handle a 1600 pound load of palletized cases, on 36 x 48 
pallets, 40 cases to the pallet. The Coca-Cola Co. operates 
about 100 delivery trucks in the Miami area and claims 
that conveyers cannot keep up with the job of loading 
and unloading, whereas a Hyster truck with the special 
attachment can load and unload a truck load of 240 cases 
in ten minutes. 


“Pyroglaze” babel 


Wedége-Shaped 
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WEDG-WALLS 


withstand it! 


It’s a fact. Rough roads, plus sudden stops and starts, 
frequently cause bottles to break in transit. That's why it 
pays to pick an extra tough bottle like Thatcher Wedg-Walls. 





Wedg-Wall Beverage Bottles are built to withstand 
slam-bang treatment inside the plant and out in the trade. 
Their exclusive wedge-shaped sidewall gives them far greater 
strength in the area receiving most abuse. Little wonder that 
Wedg-Walls make more round trips than ordinary beverage 
bottles! Wedg-Walls are better balanced too—have smooth 
"Fire-Polished" lips that provide a perfect sealing surface. 


Bottle your beverage in Thatcher Wedg-Walls! Ask 


your Thatcher representative to show you this better bottle 
—or write Thatcher Glass for full details. 
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THATCHER GLASS MANUFACTURING COMPANY, INC., ELMIRA, N.Y 


Factories: Elmira, N.Y., Lawrenceburg, Ind., Streator, Ill., Jeannette. Pa., Saugus, Cal 


Representatives in Principal Cities 








for real economy and performance 





Have your next 
Bottle Washing 
Solution 

















Custom-Made 





Bottle washing solutions should fit your bottle like a 
glove. You can give your bottles the sparkle and appear- 
ance they deserve by making sure the solution is custom- 
made for them. 


WHAT IS A CUSTOM-MADE SOLUTION? It’s the exact 
bottle-washing mixture to fit the water hardness in your 
area. Water hardness produces the troublesome lime 
scale that reduces the effectiveness of your solution and 
clogs your machines with scale. How much lime scale 
you have depends upon the hardness of the water you use. 
To counteract this lime scale, Oakite Composition No. 53 
is added to the caustic solution. Oakite Composition 
No. 53 sequesters these minerals and prevents their depo- 
sition as scale. Oakite Composition No. 53 is added only 
as it is needed and only in proportion to the hardness of 
the water. That is making your solution custom-made, 
and that is giving you the best and most economical 
bottle washing you can possibly get. 


ADVANTAGES OF A CUSTOM-MADE SOLUTION: The biggest 
advantage is lower bottle washing costs. One Southern 
bottler is reducing his daily caustic make-up by 50% 
when he adds lime solubilizing Oakite Composition No. 
53 to his caustic solutions. You save by using only the 
amount of solubilizing agent you need. In addition, there 
is improved equipment performance. Bottles come out 
sparkling, no streaks or spots, and most important, your 
machines are kept free of scale. 


MAKE YOUR NEXT SOLUTION CUSTOM-MADE;: Call in an 
Oakite Representative and let him demonstrate. Or if 
you prefer, you can write direct for more information. 


Oakite Products, Inc., 26A Rector St., New York 6, N.Y. 
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OAKITE 
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Technical Service Representatives in Principal Cities of U.S. & Canada 





Get ‘All 
the Facts 


Aboot .. eee f 
The LOWER COST, LONGER LIFE answer to truck advertising 








Brockway Glass Holds "Open House" 


Approximately 4,000 visitors flocked to the “Open 
House” celebration recently, when the Brockway 
Glass Company observed the formal opening of its 
new general office in Brockway, Pennsylvania. 

In playing host to its many guests, the glass con- 
tainer firm provided movies, refreshments, souve- 
nirs, and special displays. 





A view of the Sales Department during the formal opening 
of the new general offices in Brockway, Pa. 





Built at a cost of $300,000, the new office was 
occupied in October 1953, and now contains de- 
partments of the company which were formerly 
located in two separate office buildings. The new 
home office, which covers 24,269 square feet and 
contains 50 offices and rooms, is completely modern, 
providing recessed ceiling lighting, acoustatile ceil- 
ings, air conditioning and generous use of glass, both 
structurally and decoratively. Attractively designed 
reception rooms, executive office, board of directors 
room, a modern tabulating machine department, and 
an employee refreshment room, make it one of the 
outstanding office buildings of the area. 


Announce Semi-Automatic 
Embossed Label Labeler 


A new Feed-o-matic development in the Nelson 
Auto Feed Labeler 
handle 
Wheeler, 
Machine Corp., 


F-5 will enable the machine to 


embossed labels, according to Joseph 


general manager of the Nelson Label 
Newark 55, N. J. 


MEYERCORD 


_e] fey VE 
TRUCK SIGNS 


Advertise your business everywhere your trucks 
travel... with MEYERCORD Decal Truck Signs. 
No costly painting lay-up time, long life. 
FREE! The MEYERCORD “Ads on Wheels” 
* brochure. Please request it on your 
company letterhead. No obligation, of course. 


THE MEYERCORD co. 
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Fine adjustments are claimed for the Nelson F-5 semi- 
automatic labeler which permits the use of labels 
individually fed from any stack. 





The semi-automatic unit, the Nelson F-5, applies 
adhesive to labels individually fed from a stack. 
Standard feeding equipment are right and left 
levers. The feed finger can be micrometically ad- 
justed to handle labels as fine as .002” thick; label 
widths 1%” to 5”, any length 2” and up. The appli- 
cation of adhesive can also be adjusted according to 


the unit’s manufacturer. 


Thatcher Glass Purchases Factory 
Site for New California Plant 

The purchase of 18 acres of land at Saugus, 
California, has been effected by the Thatcher Glass 
Mfg. Co., Ine. 

The Saugus plant, located on the outskirts of the 
city of Los Angeles, will become the fifth Thatcher 
factory to be used for new bottle making. Others 

re located at Elmira, N. Y., Strea- 


tor, Iil., 


Jeanette, Pa., 
and Lawrenceburg, Ind. 

The California unit, scheduled to go into pro- 
duction during the first quarter of 1954, marks 
another big step forward in Thatcher’s steady ex- 
pansion program. The Saugus plant has been de- 
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signed to begin operation on an 80-ton-per-day 
production schedule. 


Mundet Movie Shows Romantic 
Background of Cork Industry 


The romantic and picturesque background of the 
Portuguese cork industry provides the interesting 
subject for a color and sound film just produced by 
two members of Mundet Cork Corporation, North 
Bergen, N. J. 

Titled “The Story of Cork in Portugal,” the 
movie was made by H. R. Cant and M. O. Gillette 
of the Mundet firm over a period of several years. 

First showings before regional bottling meetings 
has met with enthusiastic reception. Requests for 
showings are coming to Mundet from many indus- 
trial and civic organizations. 

Much of its interest is due to the fact that the 
movie was taken by non-professionals. Messrs. Cant 
and Gillette are enthusiastic travelers and their ap- 
preciation of Portugal and its people is reflected in 
some excellent candid camera work. 

Local scenes and customs enrich and euliven the 
film, giving authentic background for the story of 
cork. Rousing action is shown in a Lisbon bull ring; 
other scenes, particularly in the forests during har- 
vesting, are idyllic and pastoral. 

The movie is on 16 mm sound film; running time 
is 24 minutes. The film will be made available for 
showing at industry conventions during the com- 
ing year. 


More Positive Truck Control Possible 
with New Towmotorque Drive Unit 


TowmoTorque Drive, one of the outstanding engi- 
neering achievements in materials handling equip- 
ment developed by the Towmotor Corporation, 
Cleveland, Ohio, eliminates shifting of gears and 
makes the operation of fork lift trucks a relatively 
easy task. 

In addition to smooth operation at all speeds, 
the TowmoTorque Drive permits the operator to 
change from forward to reverse even before- com- 
ing to a full stop and a special “Creep Control” is 
provided to enable the driver to inch his truck 
along as required. 

Simplicity of design and construction combined 
with ruggedness and stability so essential to de- 
pendable fork lift truck operation, are also pro- 
vided. Operators who have used the TowmoTorque 
claim they have more accurate and positive control 
of the truck. 

An informative booklet which includes speci- 
fications and operation data is available from all 
Towmotor representatives, or by mail from the 
Towmotor Corporation, 1226 East 152nd Street, 
Cleveland 10, Ohio. 































when speed really counts. .'! 
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CES GROANS sive you 


LONGER, FASTER RUNS 








Repeated tests show that today’s CCS Crowns are unequalled for sealing 


efficiency and smooth, fast feeding. But you don’t have to take our word for it. You 


have the best proving ground in the world right in your own plant... 








Plants of: BALTIMORE 


Run CCS Crowns exclusively for a week, two weeks or more. 


AFAR AD 


your own bottling line. 


That’s why we suggest you make your own comparisons. 


See if they don’t give you fewer stops, more cases per day... 


and at lower cost per case. Again in 1953, as in every 


previous year, more CCS Crowns 


FPLAAAD were used than any other kind. 













—_—_—§|— f-—— _ Crown Cork & Seal Company, Inc., 
Baltimore 3, Md. Originators and 
World’s Largest Makers of Crown Corks. 


ST. LOUIS + DETROIT + SAN FRANCISCO + LOS ANGELES + BIRMINGHAM (Leeds, Ala.) 


Branch Warehouses Throughout the Nation 
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A New Seustee 


Ask your Crown Representative 


about the advantages of 
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L. C. THOMSEN.& SONS, INC., KENOSHA, WIS. 


Sanitary Equipment for the Processing Industries 
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HERBERT L. BARNET 


Get in the Spirit! 


BOTTLE ''76"' — AMERICA'S QUALITY 


LEMON-LIME FAVORITE. WRITE 
‘FOR COMPLETE DETAILS 





IN THE NEWS 


Herbert L. Barnet New Executive 
Vice-president at Pepsi-Cola 


The Directors of Pepsi-Cola Company have elected 
Herbert L. Barnet Executive Vice-President, accord- 
ing to an announcement made by Alfred N. Steele, 
President. 


Mr. Barnet has been Vice-President in charge of 
Domestic Operations of the company since March, 
1950, prior to which he was Vice-President in charge 
of national sales. He is a member of the company’s 
board of directors. 


4538 W. MITCHELL AVENUE 


FELIX W. SACO 


H. T. HAMMOND 
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BEVERAGE | CASES | 





manufactured in any style or size to specifications 
for all your delivery needs. 
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Felix W. Saco Appointed 









ANNIVERSARY 


CINCINNATI 32, OHIO 


Permutit Development Engineer 


The Permutit Company, New York, manufactur- 
ers of ion exchange resins and water conditioning 
apparatus for commercial and industrial applica- 
tions, has announced the promotion of Felix W. 
Saco to the position of Development Engineer. In 
his newly-created office, he will be able to devote 
full time to the important work of developing Per- 
mutit’s varied line of industrial products. To assist 
him in this work, he will have a staff of designers, 
draftsmen and test engineers. 


Hires San Francisco Appointment 

The Charles E. Hires Co. has announced that 
Howard T. Hammond has taken over as San Fran- 
cisco plant manager for the company. 

Mr. Hammond will contribute to wide Hires local 
interests a wealth of beverage merchandising ex- 
perience and a forceful sales personality to the 
many promotions scheduled for the area during 
1954. He joined the Hires sales organization in 
Minneapolis during 1940 and was an outstanding 
selectee of the company’s sales training program 
for managerial responsibilities and served in that 


capacity at Denver, Colorado. 
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CAN-A-POP GENERAL 
MANAGER 


C. Emmett Karston, has 
been named vice presi- 
dent and general man- 
ager of the huge Can- 
A-Pop plant, largest 
canned carbonated bev- 
erage operation in the 
world, now being built 
to supply California, Ari- 
zona, Washington, Ore- 
gon, Nevada and the 
Hawaiian Islands. 


BROCKWAY APPOINTS 
DISTRICT MANAGER 


The Brockway Glass Co. 
has announced that 
James R. McGoldrick has 
been promoted to Dis- 
trict Manager of their 
St. Louis office. Mr. Mc- 
Goldrick. whose former 
position with Brockway 
was a prescriptionware 
detail man, will now 
handle all of Brockway’s 
lines. 


NEW CUSTOMER 
RESEARCH MANAGER 


Vernon C. Gusehas been 
named manager of the 
customer research serv- 
ice of Continental Can 
Company's Crown and 
Cork Division, according 
to John G. Murray, vice 
president of the Crown 
& Cork Div. 





Corn Products Elects New 
Vice Presidents 


The Board of Directors, Corn Products Refining 
Company, recently elected F. FE. Glotfelty and R. G. 
Ruark vice presidents, and at the same time, F. E. 
Glotfelty was made a director. Announcement of the 
elections was made by Dr. E. W. Reid, President. 

Mr. Glotfelty joined Corn Products Refining Com- 
pany in 1920 at the Argo, Illinois, plant. Subse- 
quently, he became plant manager at Edgewater, 
New Jersey, and later on, manager of the Pekin 
Illinois plant. In 1952, he was appointed Executive 
Assistant to the President. Mr. Glotfelty will con- 
tinue to make the Chicago office of the company his 
headquarters. 


Mr. Ruark joined Corn Products in 1944, as 
Director of Sales Research for the Chemical Divi- 
sion, Mellen Institute, Pittsburgh. Four years later 
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Why the big surge in 


low calorie beverages? 


One word tells ins story — SUCARYL’ 


Here's your new market— 36,000,000 overweight and diabetics—people who 
won’t (or can’t) drink regular sugar-sweetened beverages. 


Here's how you get it— Use SUCARYL to open up a new line of low-calorie 



















(CYCLAMATE, ABBOTT) 





beverages. The market's ready. The timing perfect. Here 


are a few check points on SUCARYL itself: 


SUCARYL gives sweetness without calories. 


sweetness, SUCARYL has no nutritive content. 
can have all the sweetness they want with SUCARYL... 


and never add a calorie. 


SUCARYL has no bitter after-taste. To dieters who have tried synthetically 
sweetened products, this is point number one. SUCARYL 
tastes just like sugar. Beverages sweetened with SUCARYL 


have no give-away “‘off’’ taste. 


SUCARYL is known to millions. 


With all its full, clean 


Magazine and newspaper publicity is big 
on SUCARYL. The public knows the name. They’re using 

















Dieters 





SUCARYL now in their homes. 





What's in it for YOU? An entirely new plus market for dietetic beverages... 
with volume going up and up every month... and with 
greater profit return than on ordinary soft drinks. You can 
sell this market now. Write today for further information 


Obbrott 


to Chemical Sales Division, Abbott 
Laboratories, North Chicago, Illinois. 




















“CUSTOM-BUILT” . . . to meet your needs ! 


Bottle washing problems differ. That’s why NIAGARAS 
are “custom-made” . . . with over 20 years of specialized 
experience in bottle-washing requirements. . . . There's 
a satisfied NIAGARA customer near you! 


© Available in several capacities and sizes. 


Expertly designed and engineered. Can handle any size from 4 oz. 
to 5 gallons. No jets to clog, solution renovator filters water 
every few minutes and discharges contamination. Two com- 
partment; makes its own rinse pressure; saves water. Completely 
welded, no castings, no breakage. 


NIAGARA BOTTLE WASHER 


225-27 FIRST STREET 





MFG. CO. 


TOLEDO 5, OHIO 


ome SAVE 50° 
ae) 0 


“| on your equipment purchases 


Late model fully reconditioned 


USED EQUIPMENT 


— 
WRITE, WIRE OR PHONE TODAY! 


BUCKNER EQUIPMENT CO. 














F. E. GLOTFELTY B. G. RUARK 





he moved to the Argo plant, and was named Assist- 
ant General Manager of the Chemical Division. In 
1952, Mr. Ruark came to the New York office, and 
was appointed executive assistant to Dr. Reid. 


Personnel Changes at Kelvinator 
Division 

Two personnel shifts, in line with Kelvinator ex- 
pansion plans in the contract commercial refrigera- 
tion field, have been announced by H. C. Patterson, 
commercial Sales Manager. 

C. H. Herrlich, for the last three years manager 
of the commercial wholesale and contract depart- 
ments, now will concentrate his activities on contract 
sales. E. G. Haight will manage the commercial 
wholesale department. 





Get in the Spirit! 


BOTTLE ''76'"' — AMERICA'S QUALITY 
LEMON-LIME FAVORITE. WRITE 
_ FOR COMPLETE DETAILS 
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A twenty-five year veteran of Kelvinator, Heer- 
lich, who is a native of Baltimore where he attended 
Johns Hopkins University, started with Kelvinator 
as sales manager in the Baltimore-Washington 
branch. He joined the Detroit staff in 1938 as com- 
mercial district manager. During World War II he 
spent four years in the east expediting defense con- 
tracts for the company. In 1944 he assumed charge 
of the reactivated contract department. 

Mr. Haight joined Kelvinator eight years ago and 
for the last three has been assistant sales manager 
of the contract department. A native of Detroit, he 
attended the University of Michigan and previously 
was with Universal Cooler and Copeland Prod- 
ucts, Inc. 

R. G. Alexander continues as assistant manager of 
the commercial wholesale department, a position he 
has held the last two years. A graduate of the Uni- 
versity of Michigan in mechanical engineering, 
Alexander joined Kelvinator in 1937. He served four 
years in the Navy during World War II and was 
western region commercial sales representative upon 
his return. 


Lewis-Shepard Announces New 
Vice President Appointment 

Howard M. Palmer has been appointed Sales Vice 
President of Lewis-Shepard Products, Inc., Water- 
town, Mass., manufacturers of materials handling 


Liquid Handling Materials and Equipment 


a 
i | that's as good as new! 


Sterilizers 
Filler and Crowne 3024 South Wabash Ave. - Chicago 16, Ill. 
| a Phone DAnube 6-1344 


equipment. The appointment was announced by 
A. L. Lewis, President, to take effect immediately. 

The appointment to Vice President in charge of 
sales advances Mr. Palmer from Genera! Sales Man- 
ager, a position he held for the past three years. 
Prior to that time he was Power Division Sales 
Manager. He joined Lewis-Shepard in 1945 after 
3% years as Assistant Material Superintendent in 
charge of Materials Handling, Receiving, Storage 
and Transportation at the Bethlehem-Hingham 
Shipyard, Inc., Hingham, Mass. 

Mr. Palmer was formerly New England District 
Sales Manager of General Fireproofing Company, 
manufacturers of business equipment and _ steel 


storage racks. 

In addition, Mr. Palmer is active in several in- 
dustrial associations. During 1953 he served as 
President of the Materials Handling Institute. 


Stewart & Stevenson 
Appoint A. B. Grant 


The appointment of A. B. Grant as head of the 
truck body division of Stewart & Stevenson Services 
has been announced by Joe Manning, Vice President 
and General Manager of the company. 

According to Mr. Manning, the new sales pro- 
gram will result in far better service te customers. 
It is planned to extend the sales program and to 
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MAXIMUM COLORING STRENGTH 
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D. D. WILLIAMSON & CO., Inc. 


5-39 FORTY-SIXTH AVENUE, LONG ISLAND CITY 1, N Y 
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provide faster service. 

Mr. Grant will bring experience gained in nine 
years with Stewart & Stevenson to his new position. 
He was formerly in charge of quality control and 
inspection of highly technical work on the generator 
set program developed for the U. S. government. 
Before joining Stewart & Stevenson Services, Mr. 
Grant worked for Goodyear Tire and Rubber Co. 
for seven years. 


Announce Organization of 
Pepsi-Cola International 


William B. Forsythe has been named to be Chair- 
man of the Board of Directors and President of 
Pepsi-Cola International, a new wholly-owned sub- 
sidiary of Pepsi-Cola Company, which has been 
formed to conduct all Pepsi-Cola operations outside 
of North America. Mr. Forsythe, who also serves as 
Senior Vice President, Director and member of the 
executive committee of the Pepsi-Cola Company, 
the parent organization, has been with the com- 
pany since 1939, first as General Manager for Eng- 
land, Europe and British possessions, and subse- 
quently in charge of export and foreign operations 
of the company. 


Henry M. Winter has been named to be Vice 
President in Charge of Commercial Operations of 
Pepsi-Cola International; Walter M. Furlow Vice- 
President in charge of New Market Development; 
and William L. Moran, Jr. as Manager of Sales 
Operations. All three will also serve as directors 


WM. B. FORSYTHE H. M. WINTER 





W. M. FORLOW W. L. MORAN, JR. 
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reorganize the production department in order to 


of the new company. The new corporation, with 
offices in New York, will become fully operative by 
April 1. 

“The autonomy now granted to Pepsi-Cola Inter- 
national constitutes recognition of the tremendous 
and increasing significance of markets outside of 
the United States to our company,” Mr. Forsythe 
said. He pointed out that Pepsi-Cola is now being 
produced and sold by a network of 206 bottling 
plants located in 50 countries outside of the United 
States. Fifteen new bottling plants were opened 
overseas in 1953, and 17 plants are scheduled to 
commence operations this year. 

Mr. Winter, who joined the company in March, 
1941, has been Assistant Manager in the Export 
Division. Mr. Winter attended St. Paul’s School, 
Concord, N. H. and is a graduate of Harvard Uni- 
versity. 

Mr. Furlow, who joined the company in 1939, 
has been Manager of New Market Development in 
the Export Division. He is a graduate of Yale Uni- 
versity. 

Mr. Moran joined the company in 1945 as man- 
ager of its bottling operation in Kobe, Japan, and 
has been Manager of Sales Operations in the Ex- 
port Division. He is a graduate of Fordham Uni- 
versity and Fordham Law School. 


Named Associate Director 
at Chas. Pfizer & Co. 


Appointment of Dr. C. L. Wrenshall as Associate 
Director of the Technical Service Department of 
Chas. Pfizer & Co., Inc. has been announced by E. 
J. Goett, Director of Sales Development for the 
Brooklyn firm. George F. Sharrard has been named 
to fill Dr. Wrenshall’s former position as adminis- 
trative assistant to Mr. Goett. 


International Havester Appoints 
Ralph M. Buzard 


Ralph M. Buzard has been appointed manager of 
the company’s motor truck sales department, ac- 
cording to W. C. Schumacher, Vice President of 
International Harvester Co. 

Mr. Buzard succeeds W. K. Perkins, who will 
become staff assistant to the vice president, working 


on special assignments. 


P. A. Templeton Joins 
Majestic Enterprises, Ltd. 

Arsene Pernetti, General Manager of Majestic 
Enterprises, Ltd., Los Angeles, manufacturers and 
distributors of animated beverage dispensing equip- 
ment, advises that P. A. Templeton has acquired 
an interest in the firm and has joined the organi- 
zation as Director of Sales. 

Mr. Templeton has been active in the beverage 


industry for many years. 































Put this 
Best Known 
Name 


To Work 
For You! ! 


IN ALL 
FLAVORS 





















Beuornges 






PYRG ONE 
“iy, * Wairp pao 
MU" COnrewts maogei® ALL-PURPOSE 
BOTTLE 








Write - Phone - Wire for Franchise Information 
GENERAL BEVERAGES, INC., Chattanooga, Tenn. 


Regional Distributors 







GENERAL BEVERAGES WESTERN, INC Monterey, Calif. 






GENERAL BEVERAGES MIDWEST, INC Peoria, Illinois 





CONTINENTAL BEVERAGES, INC Syracuse, N. Y. 












GENERAL BEVERAGES, LTD. . Ottawa, Ontario, Canada 
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Real Fruit? Flavors... 
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WITH THE FUGITIVE 
AROMAS CAPTURED! 


You can improve your 
preduct amazingly —by 
use of FLAVOREX real 
fruit flavors. Our ‘‘Low 
Temp” process coaxes 
out and captures the 
very last drop of good- 
ness in the natural fruit. 
Those delicately elusive, 
but important, volatiles 
now are collected and 
entrapped in our real 
fruit concentrates. ..so 


FLAVOREX 


that all the full, rich, 
good taste goes directly 
into your product. 

Available—black rasp- 
berry, black cherry, 
grape,strawberry, black- 
berry, punch, lemon 
and orange—as real 
fruit pure concentrated 
juices. Or with other 
natural flavors for add- 
ed strength. Write for 
samples and prices today. 


MAKERS OF FINE FRUIT JUICE FLAVORS 


302 S$ CENTRAL AVE 


BALTIMORE 2. MD 








CO. 


INC, 





FINANCIAL REPORTS 








Continental Can Pays 
Quarterly Dividend 


Directors of Continental Can Company, Inc., have 
regular quarterly dividend of 60c 
per share on the common stock payable March 15, 
1954 to stockholders of record February 25, 1954. 

The directors also declared the regular quar- 
terly dividends of 93%4c a share on the $3.75 
cumulative preferred stock and $1.0614 a share on 
the $4.25 cumulative second preferred stock, both 
payable April 1, 1954 to stockholders of record 
March 15, 1954. 


declared a 


Canada Dry Reports 
Increase in Earnings 


Canada Dry Ginger Ale, Incorporated, and its 


subsidiaries, has reported a net income for the 





three months ending December 31, 1953, of $962,- | 


690, compared with $902,543 in the corresponding 
period of the previous year. This is equivalent after 
preferred stock dividend requirements to $0.48 per 
common share, compared with $0.45 a year ago. Net 
sales for the three months were $19,637,970, com- 
pared with $18,561,011 in the preceding year. 


Regular Preference Stock Dividend 
Declared by Thatcher Glass 

The Board of Directors of the Thatcher 
Manufacturing Co., Inc., Elmira, N. Y., 
the regular quarterly dividend of $.60 per share 
on the $2.40 Convertible Preference 
Stock. 


Glass 
declared 


company’s 


Owens-Illinois Reports Increased 
Earnings for 1953 


Net earnings of Owens-Illinois Glass Co. in the 
twelve months ended September 30, 1953 amounted 
to $16,810,919.55 or $5.50 per share, J. P. Levis, 
Chairman of the Board, reported at a directors 
meeting. This compared with earnings of $13,584,- 
799.92 or $4.44 per share for the twelve months 
ended September 30, 1952. 

Company sales were $323,315,444.56 compared 
with $289,935,590.21. 

The provision for Federal and other income taxes 
amounted to $21,379,366.68, or $6.99 per share, com- 
pared with $22,009,254.60, or $7.20 per share, on the 


3,056,874 common shares outstanding. 


Mr. Levis noted that the cost of sales and other 


operating revenues amounting to $260,679,172.07, 
were up $28,323,091.18 over the $232,356,080.89 for 


the 12 months ended Septmber 30, 1952. 


ALSOP FILTERS 
MIXERS & TANKS 





for controlled syrup making 





More and more bottlers testify to the remark- 
able savings in operating time and labor that 
Alsop Syrup Filters, Mixers and Stainless Steel 
Tanks give them. These cost-minded bottlers 
find that they can maintain better control in 
their syrup room and get greater speed and 
economy in their processing operations. 
Regardless of the size or type of your installa- 
tion, there’s an Alsop Filter, Mixer and Tank 
to “fit your job” and you can be sure of posi- 
live, trouble-free performance. Write for full 
information, recommendations and quota- 
tions. The Alsop Engineering Corp., 903 
Baltic Street, Milldale, Connecticut. 


Complete Mixing Tanks 


We can furnish eny of our 
Open and Closed Stainless 
Steel Tanks with permanently 
mounted side-entering Mixers 
for a complete mixing unit. 
Valves and faucets of various 
types and metals, gauge glass 
assemblies and other acces- 
sories are available for all 
size tanks from five to three 
hundred gallons capacity. 


ALSOP ENGINEERING CORPORATION 


Filters, Filter Discs, Pumps, Tanks, Mixers, Agitators 





National Bottlers’ Gazette 
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Check Squirt Sales 
and 


YOU'LL 
SWITCH TO SQUIRT 


if 


Stat = 










COPYRIGHT 1953. THE SQUIRT COMPANY 


Write For Franchise Details Today 


THE SQUIRT com PANY sia. cobtoate 


Illustrated Power Driven 
Conveyor Catalog Issued 


A new pictorial review of Sage Power Driven 
Conveyors has been published by the Sage Equip- 
ment Co., 30 Essex St., Buffalo, N. Y. Copies of the 
catalog may be obtained by writing to the company. 

The pictorial presentation provides an illustrated 
idea of the wide application of power driven con- 
veyors for handling materials throughout business 
and industry. Illustrations include a wide variety 
of applications involving horizontal, floor-to-floor 
and elevating conveyors. 

The Sage Power Driven Conveyors, together with 
companion lines of Gravity Wheels and Roller 
types, provide a wide selection for outdoor and 
indoor, floor and ceiling mounted, stationary and 
portable installations. Because of flexible design 
as to length, width, curves and adaptability, the 
use of these conveyors is recommended by the com- 
pany for cutting non-productive labor costs. 


New Hyster Lift Truck 
Catalog Available 


A new eight-page illustrated catalog on the Hy- 


Vl help you with ‘| 
| your Bottle Washing | 
Problems | 





It can pay you to call in the DiAMOND 
Technical Serviceman. Often he can 
recommend more economical methods, 
newer cleaners that can save you 
money. This service is free. Call your 
nearby DIAMOND sales office. 


Pm 
DIAMOND 


<> 


CHEMICALS 





DIAMOND 
TECHNICAL 
SERVICE 


DIAMOND CLEANERS 


DIAMOND ALKALI CO. 
Cleveland 14, Ohio 
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Setting the Standard 
Since 1880 


dependable CARAMEL coloring 


by SETHNES 


“a little goes a long way” 


Your customers, through experience, have learned that they can depend upon you 
for product excellence. We are proud of the fact that Sethness, too, has earned a 
reputation for unsurpassed quality and dependability. Our pledge to you is to 
continue bringing you the brilliantly clear, free-flowing, acid-proof Caramel 
Coloring that has made the name, Sethness, mean uniform, dependable Caramel. 


Sethness PRODUCTS COMPANY 13°, ;,D'vision Steet, Chicoge 22, 1. 


PRODUCTS 
COMPANY 









ster YT-40 Lift Truck has been issued by the 
Hyster Company, Portland 8, Oregon. Complete de- 
scriptions, specifications and actual on-the-job 
photos are included in the catalog. 

The YT-40 is a 4000-pound capacity model fea- 
turing trunnion-mounted steering and pneumatic 
tires. It is an all-purpose, inside-outside truck. 

Copies of the catalog may be obtained without 
charge from any Hyster dealer, or by writing 
Hyster Co., 2902 N. E. Clackamas St., Portland 8, 
Oregon. 


Issue New Safety Booklet 


“Danger Under Pressure”’ is the title of the new 
safety booklet currently being distributed by Hose 
Accessories Co., Philadelphia. The booklet was pre- 
pared solely for the benefit of all hose users to aid 
them in securing long trouble-free service life of 
both hose and hose couplings and to help users 
avoid serious and fatal accidents. 

Unless care is employed, states the booklet, in 
the proper selection and application of hose coup- 
lings, the danger to life and property is tremen- 
dous. Improper attaching of couplings to hose or 





BROCHURES AND CATALOGUES 











misapplication are frequent causes of serious acci- 
dents or costly delays and interruptions. 

Copies of the booklet may be obtained without 
charge by writing directly to the Hose Accessories 
Co., 2700 No. 17th St., Phila. 32, Pa. 


New Sethness Booklet on 
“Caramel Coloring" 


Just published by Sethness Products Co., Chicago, 
Ill., is a new, colorful brochure which contains com- 
plete information on the preparation, characteristics 
and use of sugar coloring. 

One. section deals primarily with the use of this 
ingredient in bottled soft drinks. Prepared by one 
of the oldest caramel suppliers in the business, the 
booklet is a valuable addition to bottling plant data. 

Copies may be obtained by writing to Sethness 
Products Co., 1300 W. Division Street, Chicago 22, 
Ill. 











PARTIAL LIST OF DISTRIBUTORS: 





Rochester, N. Y. 
Pittsburgh, Pa. 
Philadelphia, Pa. 


Cramer-Force Company 
Standard Box Company 
Treen Box Company 


Buffalo, N. Y. Union Paper & Twine Co. 
Alameda, Cal. Edgewater Sales Org. 
Baltimore, Md. Acme Box Co. 
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-»»+» PARTITIONS 
THAT ACTUALLY 


REDUCE BOTTLE BREAKAGE! 


The rugged construction of FIBERLOX Partitions 
assures a minimum of bottle breakage, longer wear 
and greater economy. Built by the originators of 
Fibre partitions, they are immediately available 
in either stock sizes or to your specifications. 


Write today for complete information. 













PAPERBOARD PRODUCTS, Inc. 


PORTLAND 2, MAINE 























SPECIAL 
ANNOUNCEMENTS 





CLASSIFIED 
ADVERTISING 





BOTTLERS TRADING POST 








SPECIAL!! 


16-wide, 5-comp. Meyer Pint Washer, 
in excellent condition. Bargain priced 
for quick sale. Inspection invited. 


Complete can line for fiat-top cans. 
Check with us for particulars. 


AIDMON 


BOTTLE & SUPPLY CO., INC. 


7615 Third Ave., Brooklyn 9, N. Y. 
BEachview 8-3450 





RATES AND GENERAL 
INFORMATION 


e For sale, Exchange and Wanted 
Advertisements are available at the 
following rates: 25 words, $1.50 each 


insertion; 6c for each additional word. 
Address of box number is not included 
in word count. A number, or group of 
numbers is considered as one word. 


e Orders for classified advertising 
must be accompanied by payment. 


@ Those advertisements which do not 
comply with the established headings, 
or which advertise new products or 
services are not acceptable. The Edi- 
tors reserve the right to change or 
reject any advertisement submitted 
for these columns. 


e In answering advertisements, please 
take notice that letters must be sent 
to the box number, initials, name or 


address, given by advertisers. 








@ Please Note!—The N. B. G. assumes 
no responsibility for condition or de- 
scription of items listed in this section. 
All information is furnished by the 
advertisers. 
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WILL PELL YOUR BEVERAGES! 


SHARP & CO. Inc., 201 OAK GROVE - DALLAS 4. TEXAS 





Chas. S. \ACOBOWITL Garp. 


3071) MAIN ST - AMHERST 2100 


30% OFF 


Remember, most of our used equip- 
ment is priced at 50% of the manufac- 
turer’s price. In some cases, the price 
is slightly higher, depending upon the 
prices we ourselves purchase for. We 
have the largest stock of fillers, wash- 
ers, carbonators, coolers, etc. in the 
country. Our equipment is available 
for immediate delivery, can be in- 
spected, and will give you a lifetime 
of service—at a great saving. 

Send us your listing of surplus equip- 
ment. We pay highest cash prices. 
May we help you? 


- BUFFALO 14 WY 





Senuing American Industry for over 4O Years 











FOR SALE 


Bottling Establishments 


Business Opportunities, 


FOR SALE.—Soft drink bottling plant in South 
Carolina; sales over 100,000 cases annually, 5 
trucks, complete plant equipment, netting $12,000 
per year; for sale due to other interests; price 
$55,000; BOX No. V.G, 891.—2.-3. 


FOR SALE.—Bottling plant located in Western 
New York; long established; doing approximately 
100,000 cases per year; completely automatic 60 
case per hour hook-up; plenty of bottles and cases; 
two nationally advertised drinks; with or without 
real estate Owner wishes to retire; BOX No. V. L 
896.—3.-1 


FOR SALE.—Bottling plant; metropolitan New 
Jersey; yearly over 70,000 gross; 1 national fran- 
chise and independent line; all automatic equip- 
ment; BOX No. V.Q. 901.—3.-1. 


Seven-Up plant for sale in_ Ar 


FOR SALE. 
BOX No. V.R. 


kansas; for full information write; 
0022.9 








FOR SALE 


Machinery, Apparatus, Materials, Bottles, Boxes 


FOR SALE.—Truck bodies; 8 steel deck bodies 
with adv. compt; spaced ” between decks; can 
be respaced for any size cases; total capacities, 
186 cs. 154 cs. price $100.00 ea. f.o.b. Rockford, 
Illinois; 2 Hesse under shelf door bodies in good 
condition; 11” spacing; total capacity 186 cs.; 
mounted on Int. Harv. ’47 2T trucks; body and 
truck $1,850.00; bodies alone $700.00; 4-5 wide 
telescope doors 320 cases total load; Kolstad 
bodies mounted on White 3000 chassis; only two 
years old; bodies $1,150.00 ea.; truck and body 
$3,900.00 ea.; all equipment in use now; con 
verting to pallet bodies reason for selling; ROCK- 
FORD COCA-COLA BOTTLING WORKS, 
Rockford, I).—8.-2 





CLASSIFIED 
ADVERTISING 


FOR SALE.—Supplies :—approximately 75 gross 
7 oz. ACL Richardson root beer bottles @ $3.50 
per gross; half depth shells for same @ 30c each 
f.0.b. our plant; also approximately 1,000 cs. %4 
gallon ACL Richardson root beer bottles @ Tic 
per case, case & bottles; f.o.b. our plant; IM- 
Sag! eer BEVERAGE COMPANY, 234 Orchard 

» Rochester 6. N. Y.—3.-1. 


FOR SALE.—27 used deck type bever Jy bod- 
ies, excellent condition; lot price, $150.00 ea. 
single unit $175.00; f.0.b. Chicago, Illinois; phone 
ABerdeen 46000; COCA-COLA BOTTLING 
CO., 7 East 73rd St., Chicago, Illinois.—3.-2. 


FOR SALE.—1,000 siphon bottles, 32 oz.; all 
Czech glass; 70% of lot, has new Siphon heads; 
all one lot name; beautiful glass of 8 colors, blue, 
green, amber; now working; 75c each; no charge 
on boxes; another lot of 1,000 Siphon bottles, 26 
oz.; all Czech glass; 4 colors, white, blue, green, 
amber; 70c ea.; no charge on boxes; now work- 
ing; also 6 head Siphon automatic filler $850.00 ; 
now in operation; 250 gal. Irwin carbonator ex- 
cellent condition; contact; BABADS SELTZER 
CO., 402 N.W. 6th St., Miami, Fla.—3.-1. 


FOR SALE.—Washer, Liquid Superkleen 4 
wide, 2 compartment, brush type, quarts to splits, 
Serial no. LS35332, reconditioned $900.00; GOR- 
DON DISTRIBUTING CO., 4300 Forest Park, 
St. Louis 8, Mo.—3.-1. 


FOR SALE.—One 8 wide Meyer Dumore double 
end 3 compartment washer, splits to qts.; one 6 
wide D L washer; two 3 head Shields fillers; one 
Shields carbonator; will take any reasonable offer; 
NEW YORK BOTTLING WKS., 1010 No. State 
St., Syracuse, N. Y 3.-1 


FOR SALE.—S8 beverage trucks and bodies; 
make offer; also approx. 1250 cases plain white, 
and approx. 750 cases green 28 oz. bottles in half 
shells; make offer; both items located in Miami, 
Florida; write; J. P. JUDD, 3638 Parkinson, 
Detroit 10, Mich.—8.-2 


FOR SALE.—1 4 compartment 12-wide Meyer 
washer in good operating condition; 1 40 spout 
Liquid filler; both of these units ran steadily, until 
December 3lst at which time they were taken out 
for a larger equipment installation; GOLDEN 
AGE BEVERAGE CO., 600 E. Exchange St., 
Akron, Ohio.—1.-tf, 


FOR SALE.—One Miller Hydro de faze bottle 
washer rated 150 bpm, serial #109BH1502B;; in- 
stalled new in 1949 at a cost of $20,000.00; in 
excellent condition; can be seen in operation; 
CLICQUOT CLUB BOTG. CO., 1027 Marl- 
borough St., Philadelphia 25, Pa.—1.-2 


FOR SALE.—22 spout vacuum filler, 8 head 
crowner, by U. S. Bottlers Mfg. Co.; 9 plate flash 
pasteurizer; all in good condition and ready for 
operation $1,200.00 for the complete unit; will 
sell separately; one 24” sand and gravel water 
filter complete with fittings; excellent condition 
$75.00; one small accumulating table, complete 
with motor and drive $100.00 all prices f.o.b.; 
TRU-ADE BOTTLING CO., Berlin, Maryland. 
—1,-3. 


FOR SALE.— Complete line of replacement 
parts for Shields filling machines; also rebuilt one 
and two head hand feed machines and one head 
automatics; M. E. WATKINS, 1210 Prospect 


St., Castle Shannon, Pittsburgh 34, Penn.—1.-6 


FOR SALE. Liquid four-wide Superkleen 
washer and 12-spout Red Diamond filler; no rea 
sonable offer refused; need room; ST. LOUIS 
CRYSTAL WATER & SODA CO., 704 S. Boyle 
St. Louis 10, Mo 3.-1 


SPECIAL 


ANNOUNCEMENTS 








FOR SALE 


OSLUND automatic Duplex Rotary labeler, 
unused since it was rebuilt in 1948. Feeds 
right to left. Now set up for body label on 
12 oz. bottles. 


ERMOLD 6-wide Automatic Labelers (3), set 
up for 12 oz. beer bottles. Priced for imme- 
diate sale. 


LIQUID Quart Washer, 16-wide, double end. 


PERRY EQUIPMENT CORP. 


1419 N. 6th Street 


Phila. 22, Pa. 








MARCH SPECIALS 


900 
8,000 
5,000 


500 


150 
1,200 
20,000 
700 


35,000 
20,000 
100 
5,000 
150 


cs. 24/6 1/2 oz. ACL sodas 8" ht. 
cts. 24/7 oz. new fit. stippled, one-way. 
cs. 24/7 oz. sodas "NUTRI COLA", 
7-1/2" ht. 

gr. Fl. 7 oz. sodas Itd. "Kramer", 
8-7/8" ht. 

gr. 7 oz. Em. Gr. ACL "Cheer Up". 

cs. 8 oz. Fi. sodas Itd., 8-7/8" ht. 

cts. 24/8 oz. Em. Gr. sodas, 7-1/2" ht. 
gr. Amber 9 oz. itd. "Red Top", 
9-1/2" ht. 

cts. 24/12 oz. new Fi. one-way bottles. 
cts. 8 oz. Amber one-way, one name. 
gr. 28 oz. ACL sodas, 11-1/2" ht. 
full-depth cs. 28 oz. sodas, 11-3/4" ht. 
gr. 32 oz. ACL sodas. 


1. BASKOWITZ BOTTLE CO., INC. 


1301 Grand St. 


Brooklyn 11, N. Y. 








First in FLAVOR! 


A-1 


COLA BASE CONCENTRATE 


“The Cola of Superior Flavor” 


write for free samples to 


CLOISTER LABORATORIES, INC. 


612 No. Orleans Street 


Chicago 10, Iii. 





National Bottlers’ Gazette 








SPECIAL 
ANNOUNCEMENTS 


































ler, 
yo SPECIALS!! 
on 

5M cases 6 oz. NUTRI COLA 

set 1M gross 8 oz. plain bottles, flint and 

ime- emerald green. 
10,000 cases 71/2 oz. attractive ACL 
end. sodas. 
10,000 full-depth paper-partitioned 
cases for tall 12-oz. bottles. 
Pa. 
BOTTLE & SUPPLY CO., INC. 
7615 Third Ave., Brooklyn 9, N. Y. 
BEachview 8-3450 
a 
ay. 

. TERRIFIC BOTTLE BARGAIN! ! ! 
Unusual opportunity to obtain special fine lot 
of bottles! Approx. 10,000 cases Owens- 
Illinois 7 oz. flint bottles in Owens-Illinois 

ht half-depth shells, painted white. Original cost 

; over $2.00 case complete. About 1/3 quantity 

never used. Bottles ACL with "Mr. Grape." 

les. 8" height. Wire us collect for further infor- 
me. 


mation. Sample on request. 


ht. 1. BASKOWITZ BOTTLE CO., INC. 
1301 Grand St. Brooklyn 11, N. Y. 








FOR SALE 


2500 Cases 7 oz. Half Depth 24's 

10,000 Cases 12 oz. Export Shells 

100,000 Paper Partitions for 12 oz. 

200 Gross 12 oz. ACL Tall Sodas 

Many Other Style Bottles and Cases to offer. 
Contact us before you buy. 


* * * 


We will buy any quantity Surplus Bottles, 
Boxes, Partitions. 


PENN BOTTLE & SUPPLY COMPANY 


5619 Cherry Street Phila. 39, Penna. 











March, 1954 
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CLASSIFIED 
ADVERTISING 





FOR SALE.—Complete bottling line, excellent 
condition Liquid 12 spout, Universal, Liquid 5 
wide soaker, water treating tanks, Infilco equip- 
ment; 250 gph carbonator, water cooler; splits to 
quarts; many new parts; may be seen in operation 
any day; available in February, 1954; priced right 
for sale as complete unit f.o.b. CANADA DRY 
aa Sodan i CO., 28 Liberty Avenue, Massena, 





FOR SALE.—Model Bond F Dixie, 12 and 18 
spout Liquid fillers. BURNS BOTTLING MA- 
CHINE WORKS, 2229-2239 Kirk Avenue, Balti- 
more 18, Maryland.—1.-2. 


FOR SALE. — 10,000 half depth, 24 pocket 
wooden cases, for 12 oz. bottles; in geod shape, 
some never used; stamped 7 Up and Dr. Pepper; 
2,000 half depth, 24 pocket Dr. Pepper cases 
painted yellow; 5,000 half depth, 24 pocket 7 U 
cases painted white. SEVEN-UP OTTLIN 
CO., McCook, Nebraska.—1.-3. 





FOR SALE.—One Star Liquid DeLuxe 250 
g.p-h. carbonator almost new.—JACOB ADAMO, 
INC., 81-88 Prospect St., Stapleton, N. Y.—10.-2. 


FOR SALE.—Two retort chocolate cookers com- 
plete with valves, 12 basket capacity; in perfect 
condition; make us an offer; PEPSI COLA BOT 
TLING CO., New Wrightsville Beach Highway, 
Wilmington, N. C.—8.-1. 


FOR SALE.—1 used Evans heater, excellent 
condition, model D10, new price $810.00; heater 
is right size for D & L soaker up to 150 case 
per hour; Liquid 5 wide Universal 120 case per 
hour or 1 tank Miller Hydro soaker; this heater 
was used less than 2 years and checked by Evans 
factory representative; in excellent condition ; price 


$400.00; contact; GEORGE JACOBS BEVER- 
AGE CO., 12th & Flournoy St., Paducah, Ky 
3.-1 
FOR SALE.—One 24 in. Hydrodarco purifier ; 


Liquid 12 spout filler; Liquid Universal 4 wide 
washer; 250 gal. per hour Liquid refrigerator unit 
on base with 5 hp motor; one 250 gal. Liquid 
carbonator ; one new Mojonnier Carbo cooler; type 
6, 110 gph, used 3 months; 3 stainless steel tanks. 
30 gals., no agitators; SEVEN UP BOTTLING 
CO., 1120 Montrose Ave., St. Louis 4, Mo.—3.-3. 


FOR SALE.—Ultra-violet ray water treatment 
units; carbonator; large quantity gravity and 
roller conveyor; BOX No. V. N. 898.—3.-3. 


FOR SALE. — Supplies :—approximately 
full depth wooden shells for quart bottles with 
partitions; above average condition, 40c each 
1,000 12 oz. full depth shells without partitions, 
25c each; above items f.o.b. our plant. IMPERIAL. 
BEVERAGE CoO., 234 Orchard Street, Rochester 
6, N. Y.—3.-1 


1,000 


FOR SALE.—Used equipment, Dixie model C 
automatic fillers, in excellent condition; World 
semi automatic labelers, reconditioned; Interna- 


tional and Filpaco disc filter water polishers, re 
conditioned. Adriance duplex crowner, recondi- 
tioned; Lomas no. 50 syrup maker, in good condi 
tion; write or call regarding these unusual values; 
phone Calumet 5-8900; FILPACO INDUSTRIES, 
INC., 2414 So. Michigan Ave., Chicago, Ill.—3.-1. 


FOR SALE.—Sacrifice for quick sale, 1 Yundt 
air brush bottle washer; 12 wide 120 per min. 
cap.; built to handle Coca-Cola and 7 oz. soda 
bottles ; never been used; new 1948; complete with 
220-V-60 cycle motors, compressor and tanks; 
f.o.b. plant; write, wire or phone COCA-COLA 
BOTTLING CO., Willmar, Minnesota.—3.-1. 





CLASSIFIED 
ADVERTISING 





FOR SALE.—1 Liquid 5 compartment 12 wide 
quart washer, 15 years old, equipped with unscram- 
bler, 1 year old; price $5,000.00; 1 15 h.p. Carbo- 
cooler; 1 40 spout low pressure filler. 1 20 spout 
syruper; 1 8&-head crowner; price $2,000.00; 1 
16-head Miller Kendall mixer; miscellaneous lot 
conveyor, turns, accumulation table; 1 36 in. 
sand and 36 in. carbon Norwood filter; in opera- 
tion and will be replaced with new machinery 
March 15.—MANHATTAN ROYAL CROWN 
CORP., 3830 So. Michigan Ave., Chicago, III. 
—$.-t.f. 


FOR SALE.—600 gross of ACL Richie root 


beer 10 oz. capacity, and 400 gross private mold 


10 oz. capacity ACL; $1.50 per gross fob St. 
Louis; AMERICAN SODA WATER CO., 1328 
Ann Avenue, St. Louis 4, Mo.—3. 1. 


FOR SALE.—Two retort chocolate cookers 
complete with valves, 12 basket capacity; in per 
fect condition; make us an offer; PEPSI-COLA 
BOTTLING CO., Wilmington, N. C.—3.-1. 


FOR SALE.—Fork lift truck, Mobilift rated for 
2,000 Ibs. will raise to 9’6”; needs some repairs, 
an excellent buy at $550.00; we have replaced 
with larger equipment; CANADA DRY BOT- 
TLING CO., 225 Page Blvd., Springfield, Mass. 
—83.-1. 


FOR SALE.—Heil 12 wide 4 compartment pint 
soaker; single end; accumulative load model KHS 
12 serial 2666-A-72227; purchased 1948; perfect 
condition; no reasonable offer refused; SEVEN- 
UP BOTTLING CO., 13-21 Boston St., Newark, 


N, Jo3:k. 


FOR SALE.—2 used deck type beverage 
bodies, excellent condition; replaced by Fleet of 
new Timpco pallet bodies; lot price, $150.00 each, 
single unit $175.00! f.o.b. Phone RA-8459; TIM- 
MONS METAL PRODUCTS CO., P. O. Box 
86, Columbus 16, Ohio,—8.-2. 


FOR SALE.—1 12 spout Red Diamond filler 
new 1946; 1 5 hp. Liquid stainless steel water 
cooler new 194 ; 1 Liquid Lifetime stainless car- 
bonator 250 gal. capacity; complete water treating 
equipment including dealcoholizer; Nuchar puri- 
fier, sand and quartz filter; this equipment for 12 
spout line; 1 100 gal. stainless steel storage tank 
with lid; 1 stainless steel by-pass bump pump 48’ 
stainless steel 4” pipe and fittings; 1 1948 Fed 
eral truck, 157 in. wheel base, 30,000 miles 10 
long Hesse body, new 1948; 2,000 7 oz. B-1 bot- 











tles and cases SOc complete; 400 32 oz. a.c.l. 
Mission beverage bottles and cases, $1.00 com- 
plete; AVERILL & CO., REALTORS, 128 N. 
Franklin, Decatur, Illinois.—2.-t.f. 
HELP WANTED 
Foremen Helpers, Practical Bottlers, Salesmen 
HELP WANTED.—Representative for middle 


Western and Southern areas soliciting flavoring 
extract concerns to sell flavor bases such as bromi- 
nated vegetable oil, clouding emulsions for citrus 
drinks, coffee and cocoa concentrates, and Kola 
bases for expanding sales of non caloric drinks; 
DOMINION PRODUCTS, INC., 10-40—44th 
Drive, Long Island City 1, New York.—1.-1. 


HELP WANTED.—Opportunity as West Ccast 
technical representative of major franchise com- 
pany; plant experience with background in chem 
istry and bacteriology desirable; additional train 
ing will be given; BOX #V. A. 885.—1.-3 
















Inventory Clearance! 


An unusual opportunity for “terri- 


fic values" in equipment. Write us 
about your requirements! 


IRSTENBERG 


BOTTLERS’ EQUIPMENT CO. INC. 


301-307 Powell St., Brooklyn 12, New York 








ALWAYS BUYING 


Seda Water Tanks—Biock Tin Tubiag — 
Syphon Tops. Get Our Prices First! 


RELIANCE LEAD SOLDER & BABBITT CO. INC. 
399 Genesee St. 


Buffalo 4, WN. Y. 








20,000 cases Plain flint 12 ounce cap. 


BOTTLE SPECIALS! 


Miller Hi Life 
shape botties. 10/2 ounce weight and packed 
@ paper boa 


4,000 Plai port 
‘ cases Piain flint 12 ounce cap. ex beer 
ne packed 24 to 


shape botties. 12 ounce weig 
@ paper fibre board ¢ 


15,000 paces plain amber 7 ounce cap. steinie shape 


ties. 10 ounce weight ked 24 to a 
fibre board carton. nei: guts 


1,250 gr. 6/2 ounce emerald green beverage botties 


small initial on neck packed in paper crate 
service cartons. 


The above bottles are priced very reasonable. 
Samples on request. 


SIGNER BOTTLE SUPPLY COMPANY 


Wilstach & Dalton Ave., Cincinnati 14, Ohio 








1300 N. Front St. 


BRING YOUR BOXES 
BACK ALIVE! 


Reinforce your old and weak beverage 
cases with galvanized Rolled-Edge Box Strap- 
ping, Ye" wide; in rolls from 60 to 80 pounds. 
Order today! 


S. ERVIN DIEHL, JR. 
Philadelphia 22, Pa. 








Ss. 
2722 East 51 Street 


LIQUIDATION SALE !! 
ALL OR PART 


Complete Quart and 1/2 gal. Bottling Line 
consisting of: Meyer Dumore 8 wide, HG 27 
Date 40-3 and HK Filler, 18 Spout, Rebuilt by 
Geo. J. Meyer. 

1—Cem 500 Gal. Capacity Saturator. 
1—York Temprite Freon Ice Machine. 

Chain Conveyors, Etc. 

All of the above at a Sacrifice Price of $7,500. 
Ready for inspection and immediate delivery. 
. «+ or will sell individual units. 


STATE BOTTLE COMPANY 

M. Aldman, Sales Mgr. 
Cleveland 4, Ohio 
HEnderson 1-7177 
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> : | MEYER DUMORE 
HELP WANTED.—Wanted, decorating dept. | 
foreman; man with full knowledge of silk screen- i 
ing on glass; semi-automatic equipment; some e WASHERS 
mechanical ability Oy age plant in hicago ; room 
for advancement; BOX . U. G. 865.—12.-4. ; 
For Immediate Delivery 
ABBOTT LABORATORIES ......... 89 DT Wis oaks kaw bad peed ee knee 41 HELP WANTED.—S 
See euNes Swess MPR ee PRR 9 5-5 _—Salesmen wanted; old es- je 
AIDMON BOTTLE & SUPPLY CO. .......... 94, 95 tablished flavor house wants men; will consider © 12-wide, 4 comp. double-end. 
.—S. F., j——¢ tt, 
ALLIED CHEMICAL & DYE CORP. .......... 29 aide Dae oF Sen tame New in 1940. Will handle splits to quarts. 
ALSOP ENGINEERING CORP. .............. 92 LADEWIG CO., ARCHIE ......... Pe FOr Pet 32 } Col 
Sed This machine was used by the Pepsi-Cola 
AMERICAN COATING MILLS CORP. .......... 58 LIBERTY GLASS CO. 2... cc ccccecccnscoes 9 Bottling Co. at Newburgh, N. Y. until 
AMERICAN GAS M Laake eye LIQUID CARBONIC CORP. ................. HELP WANTED.—Sales manager with suc- : 
AMERICAN 76 ri MOWED. «+5 e 000s. 37 ” . . - * cessful record im establishing franchised bottlers January this year. It was well taken care 
e eee SOR ae eRe Os tcc eees 88, 90 and training bottler personnel in distribution, | of and is in exce}! ent condition. Inspec- 
ANCHOR HOCKING GLASS CORP. ........... 86 advertising, and merchandising methods ; state age, tion invited 
ARMSTRONG CORK CO. ................5-. 76 I Tes i ieke cs 81 experience, = Seas salary range; BOX ; 
ee 53 - ET GPT 6 F0is o050 bbb e0-¥ 00 i vane 79 : eg E | ; 
AUTOMATIC PUMP & SOFTENER CORP. ..... 82 EN v5 bgiuern ceeh 69 . . De 8-wide, 3-comp. double-end. 
EI hig ties view 05s saad on'ceueee 86 New in 1941. Will handle splits to quarts. 
RVG MPG. C6... GEO. do... ciecccnccsves 37 | This machine was used by the Pepsi-Cola 
BASKOWITZ BOTTLE CO. ................ 94, 95 MILLER HYDRO CO. {iastisianeseaee ae Bottling Co. at Bristol, Conn. In very 
weet yn IONE: TOS Suv ecdecceace: 88 MOELLENBROCK & WILKE meee hon ee 63 good condition. Inspection invited. 
BEvee company ME bins ies ond sila dekin’ 6 SGINNIRE BBOTRERS C8. ..............-. 71 WORK WANTED . . 
B-1 BEVERAGE CO. ; : ' ‘ ; ; . : { : ie 70 MUNDET CORK CORP...................... = Situations — Salesmen, Bottlers, Foremen, Helpers oa 4-wide, 2-comp. single-end. 
BOND CROWN & CORK CO., DIV. New in 1939. Will handle splits to quarts. 
CONTINENTAL CAN CO. ......... 0.0000. 22 This machine was used by the Royal 
BOTTLERS SERVICE CORP. .............0.- 96 POSITION WANTED. — Unusual background Crown Bottling Co. at Trenton, N. J. In 
BROUGH BOTTLERS SUPPLY CO 63 NATIONAL NUGRAPE CO. ................ 43,77 and experience in industry available; have owned ennsliont soidition ineneotinn lavited 
BROWN MAN avaees je NATIONAL REJECTORS ............... v1» 44 and operated successful plant 14 yrs.; previously . Pp . 
UFACTURING CO. ............ 68 NESBITT FRUIT PRODUCTS, INC. .......... 78 in supply end; can handle sales; production, man- P . 
CE EG Ss cba¥ ees csi eevee. ch ee NIAGARA BOTTLE WASHER MFG. CO 90 agement; available Aug. 15; write BOX S. M. These units can be inspected at ee 
BUCKNER EQUIPMENT CO. ............. . 90 ovine #817.—1.-tf. 
ee ee de Ba BOTTLERS SERVICE CORPORATION 
CALUMET COACH CO 34 OAKITE PRODUCTS ...... ah 86 | ty ook tee WANTED. nies Fo general man- pony any —— yee — N. Mg 
ee i | ager desires connection with old line company in ew an edu acninery an uipmen 
I WU as a Se sinss.s ccs eck kebie 30 OWENS-ILLINOIS GLASS CO. . 11 poutiiarn or western territory; 15 years experience aie. y or 
CHOCOLATE PRODUCTS CO. ............... 68 in sales, ls ea franchising ; will travel; 
CHOK-A-FIZZ PRODUCTS CO. ........... “i? write; BOX No. V.S. 908.—3.-2. 
CITRUS PRODUCTS CO. .. eek. eat Geil 84 PENN BOTTLE & SUPPLY . 95 saipiecacnenine pein 
CLASSIFIED ADS 2... cccecccess 94, 95, P : : 
CLOISTER LABORATORIES rr 4 ws bon npn 67 POSITION WANTED. — Sales manager fully WANTED TO BUY.—Mechanical engineer 
eo ae ie LA CO. : sevens 61 experienced sales training, route supervision, with merchandising background wants to buy ot 
COCA-COLA COMPANY ............... 46 PERRY EQUIP. & SUPPLY co. i: embhae coeae 94 sales, promotion ; 9 graduate; age 29; BO? lease bottling plant, and to hear from equipment 
CORN PRODUCTS SALES CO. ............... 60 PFIZER & CO., CHAS. . Inside Back Cover | No. V.K. 895.—2.. ae AGGREGOR, Sil Scott Sty. M. wt 
CROWN CORK & SEAL CO. ............. 16, 87 POTTER & RAYFIELD 63 Ohio.—3 ; ‘a re 
’ eee | ee see — ———— —_—— Yhio 3 
| —_ 
re 27 RELIANCE LEAD SOLDER & BABBITT CO. . 95 | | WANTED TO BUY.—3,000 full depth 7 oz. 
DEAeeenW EXTRACT CO, .. wc. cccvcccctcces 70 RIVER RAISIN PAPER CO. . 49-52 wood shells approximately 8% depth, 11 in. wide, 
DIAMOND ALKALI CO. ................ 93 ROYAL CROWN COLA 38 “pg gee Corp erg i di mn 
| 30 oz. wood partitions; state price and condition 
DIEHL, S. ERVIN ...........00.0. 95 WANTED TO BUY of boxes in first letter; BOX No. V. QO. 899.—3 
DODGE BROTHERS CORP. ................. 21 Bottling Outfits, Bottles, Boxes, Machinery, Materials 
oy ape CO. 1. esse eeeeeeeeeanee 72 SALIENT FLAVORING CORP. . 80 | 0 eS OF PRR PETE 
ICE CONVERTER CORP. .... 67 SER-VIT, INC. ........ 55 WANTED TO BUY.—5,000 gr. 10 oz. plan or 
SETHNESS PRODUCTS co. 93 | WANTED TO BUY.—An established soft drink private branded, height 9%”; must be truckload or 
SE 10 bottling plant, preferably in dee Soeete carload lots; mail sample and price; PEPSI- 
AI MEELS SECS TSEC H OTS OC See Fe | will consider partnership; R COLA BOTTLING CO., 1423 North 18th Street, 
ELLIS PAPERBOARD PRODUCTS ..... 93 SHARP & CO. ............. . 94 Toa South Branch Road, Neshanic Station, New Omaha, Nebraska.—1.-l. 
SIGNER BOTTLE SUPPLY CO. .............. 95 ersey.—1.-2. 
SPECIAL ANNOUNCEMENTS ........... 94, 95, 96 eee ao eae ee Tee wie +e Se Pee i at 
CE ban ay che e'cbccedveeeccd 6, 66 SPECIALTY ENGINEERING CO. ............. 75 ; WANTED TO BUY.—Late model enclosed rack 
FIRSTENBERG BOTTLERS’ EQUIP. CO. ....... 95 0 Ea 67 WANTED TO BUY.—D & L, Heil 8 wide beverage body 225-250 inside capacity 5 wide, 
PRE Sicieerceede 92 SQUIRT CO washer not over six years old within 500 mile 11%” deck spacing; prefer Herman with fciding 
nn, tree eetetseessst i “ey sienauns in teewse a¢e ~ } radius 4 3! , + en’ $9 state price and location; | doors ; Ne on have you?; SEVEN-UP DIST. CO., 
Caw a hee 04665068 000 Ok Seer ae wees ». 888.— | 515 Oz St., Algona, Iowa.—1.-1, 
re <<. ie STANDARD CONVEYOR CO. ....... 84 | . goin aah 65 
Si GP eee eee 95 | ea She ad eg ae Slt a, Ss < es pias? s Tey 
STERWIN CHEMICALS ...... ~ 5 | WANTED TO BUY. — Would like bottling WANTED TO BUY. — Responsible party de- 
GENERAL BEVERAGES .......... ob a SUN DROP CORP. OF AMERICA 24, 25 | franchise and territory with opportunity of learn- sires to purchase or rent 40 spout plants accessible 
GENERAL VENDING MACH. CORP. .. 48 SUN SPOT CO. OF AMERICA . ing business to eventually purchase fully or have to Long oa and Brooklyn; replies confidential, 
GIDEON-ANDERSON CO 66 , 5° 65 controlling yo 8 will — any Sonicare BOX #V.C. 887.—1.-1. 
GLENSHAW GLASS CO. ............. s< 40 ee ee ee oe ee a a a i Se a 
ES ee a ih a4 dane ee | Stai 
GREEN RIVER CORP... os THATCHER GLASS MFG. CO. 85 | - WANTED TO BUY.—Stainless steel soda tanks 
THEALL & PILE ......... 68 | WANTED TO BUY.—Any quantity 32 oz mie + ged | RIO SYRUP, oai2 Gray he 
| - Le avaiiaD > é yy; . J x o1s 
THOMSEN & SONS, L. C. 88 | green or white, plain or lettered sodas; 24 oz. St. Louis, Missouri,—1.-1 
HERMAN BODY Co 54 TREEN BOX CO. .... 88 } — oom or wees —— =, RC cola gene 
RN gS iene laleatiadah Bg | any franchise or siphon bottles; soda tanks an 
WESSE CARRIAGE CO. .................00.. 82 TWITCHELL CO., S. . 17 wood cases; contact S. M. AIDMON, STATE 
IIe oc. cc usb ceeds eddecdess 56 BOTTLE CoO., 2722 E. 5ist St., Cleveland 4, WANTED TO BUY.—Complete 40 or 5O spout 
E Ohio. Phone HE-1-7177.—3. t.f. line washer, filler, refrigeration, syrup tanks and 
rE Mae SEL atte vk es bene 20 . - oN ae 
VAN AMERINGEN- HAEBLER ....bnside Front Cover filters; no junk please; BOX No. V.F. 890.—2.,-1 
np GUO cecscecs ee ee 42 | pers wa 
ORDEAL. DISPENSER CO. 5. ciccccccscccccces 47 VIRGINIA DARE EXTRACT CO 35 it tS Ie al 
. WANTED TO BUY.—Semi-automatic labeler 
INTERNATIONAL HARVESTER CO. ........ a VOLCKENING, INC. 39 to label pints and quarts; prefer one that can WANTED TO BUY.—Complete operating bot 
also put on neck foil; must_be in good condition ; tling business within radius of New York City; 
| reply CANADA DRY BOTG. CO., 727 King national-known franchise or independent line; mini- 
JACOBOWITZ CO., CHARLES S$ 94 WARRER-SENKINGON BPE. CO - Street, Charleston, S. C.—3.-1. mum 100,000 cases annually; BOX No. V.E.889. 
cee Nedeaa . . ‘ | Ss 
WAUKESHA FOUNDRY CO. ............ 19 i7.or Cae spas or ae 
WHITTLE & MUTCH ...... s WANTED TO BUY.—Bottling plant; nation- | ani 
KELVINATOR DIV., NASH KELVINATOR WILLIAMSON & CO., D. D. . 90 ally known cola franchise or independent brand; WANTED TO BUY.—Going bottling business 
SE EMERG REG Seh ba 0 ts co vecesecner 45 minimum sales 250,000 cases annually; all replies Eastern states; write full details; BOX No. V.]J. 
KOHNSTAMM, INC. V & E 7 with merchandising background wants to buy or 894,—2.-1. : 
OSTA GB EG., Bec ccccccccscvcccccce 83 YUNDT, DIV., BOTTLEMATIC CORP. ... 64 — , nia we 
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THE LAST WORD 


wrwrewrewnrwwrwnwre 


Another Birthday... 


Sy golly, we’ve been so busy getting out this 
March issue, we’ve almost had no time to notice 
that we’ve had another birthday. Most human 
beings, we believe, like to forget, or to stop count- 
ing their birthdays after they reach fifty; but 
with a publication, advanced age is not looked 
upon begrudgingly. Each additional year serves 
only to strengthen friendships and broaden our 
editorial perspectives. We’ve now got 72 years 
behind us; we start on our 73rd year of service 
sobered by experience, mature, but with the op- 
timism and the vigor so characteristic of youth. 


* * * 


Plants and Plans... 


For too long a period, the industry saw very 
little new plant construction, either by new invest- 
ors or by our old-timers . . . The picture started 
changing last year, and this year new building 
activity is really starting to hum. Normally we 
do not tell you about our advance plans, but we 
want you to know that in the next several issues, 
you'll be seeing many of the new plants, big ones 
and small, in our staff-written articles. 


* * * 


The Competition That 
Needs Watching! 


In our pre-occupation with canned soft drinks, 
the dietetic beverages, the deposit versus the 
non-deposit containers, let us keep remembering 
that these are really not our sources of competi- 
tion. As any casual walk through the aisles of 
food market, or other important retail outlet will 
forcefully reveal, there are dozens of items com- 
peting for the consumer’s refreshment expendi- 
tures. There’s your competition .. . there’s where 
you’ve got to do most of your selling! 


. , * 


Touch of Irony... 


Some seventy-odd years ago, soft drink bot- 
tlers—only a handful in number—decided to 
break away from the big beer bottling industry, 
and to set up an association and an industry of 
their own ... This sharp separation has been 
maintained throughout the years and it looked as 
permanent as rock. Comes along an innovation in 
packaging—the can—and before you know it, 
business-hungry breweries are in the soft drink 
business ! 








PFIZER CITRIC ACID 


@ The fact that there is no water of crys- 
tallization in Pfizer Citric Acid U.S.P. 
Anhydrous can mean lower citric costs for 
you. Here’s the way it works... 


First ... you drop the freight costs on 814 
Ibs. for each 100 Ibs. of the hydrous form 
you have been ordering. 

Second... Citric Acid U.S.P. Anhydrous 
costs less on an actual acid basis. You save 
more than 34¢ per lb. by buying it. 


let's talk Citric ! 


drop 
water 
from 
your 
Citric 
costs... 
use 


U.S.P. ANHYDROUS 


Third...you cut storage and handling 
costs since you’ll be handling one drum less 
out of five. 


Fourth...since Citric Acid Anhydrous 
never dries out, nor does it absorb water 
under normal storage conditions, you get 
more uniform composition in your products. 


The next time you order, specify the 
product that helps you cut citric costs— 
Pfizer Citric Acid U.S.P. Anhydrous. 


CHAS. PFIZER & CO., INC. 
630 Flushing Avenue, Brooklyn 6, N. Y. 
Branch Offices: Chicago, Il!; San Francisco, Calif; 
Vernon, Calif; Atlanta, Ga. 


Manufacturing Chemists for Qver 100 Years @& 













but don’t overlook Jackson, Michigan 


as a source for better 


ORANGE 


Competition compels you to make the best Orange money 
can buy. It’s possible we have the flavor you need. We’ve 
been keeping up . .. semetimes taking the lead . . . in flavor- 
improvement for 70 years. 


foole «Jenks 


JACKSON, MICHIGAN 











